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A Three-Season 


UCKY an industry that has no traditions—only a 
future—Radio. Air-Ear service is so widely 
enjoyed and so widely used as to merit the term 

—‘a miracle money medium.” But even radio ties into 
the economics of traditional industries. Owen D. 
Young says “for the continued prosperity of the 
$4.000,000,000 invested in the electrical industry, the 
advancement of public entertainment has become as vital 
as the movement of loaded freight cars.” 
“sioht and further another 
Television. 

Is it not time that we in the shoe industry should look 
for those factors outside the industry that have great 
influence on pair-economics? There is entertainment in 
3each clogs and pajama sandals may be the 
froth of fashion but nevertheless they represent new 
money makers at retail. 

The American public has an unlimited capacity for 
entertainment. In every city and town, almost over- 
night there have developed miniature golf links, so 
numerous as to indicate a minor form of entertainment 
which becomes the preparatory school for the major 
golf links. Will this stimulate a demand for more golf 
shoes this coming fall? Will it completely change the 
complexion of the game—making it every one’s toy— 
the almost universal sport? 

Shoes, as part of the picture of entertainment, step 
into a fall that opens with the International cup races 
and continues with the International polo matches and 
more national horse shows than evef before. Every out- 
door social event of the early autumn season has its 
sport aspect—leading up to those great spectacles which 
combine fashion and football. 

If a definite trend is in the direction of sports as a 
release from dull care, then the problem is how to make 
our industry fit into the sport picture. Sports don't 
die with the summer for they have many ways of ex- 
pression through the fall and winter, in spite of climate. 
Now comes a suggestion from Chairman Milton G. 


Soon come 


sound” to miracle- 


shoes. 


Fall Ahead 


Harper of the Styles Committee of the National Shoe 
Retailers Association that a division of the fall selling 
season into fashion-parts might prove very advantageous 
to the shoe merchant. He urges that fall merchandising 
—now one long season proposition—be broken into three 
parts, as in spring—with its early, middle and _ late 
divisions. 

The tendency of women and children to anticipate the 
fall season with new shoes after mid-August might 
develop the early fall season of August 15 to October 
15. Then comes the great fall spectator sports and walk- 
ing shoe period—October 15 to December 1—new shoes 
for football games, new shoes for regular wear and a 
real bulge on men’s shoes because summer sport types 
are out of the way. The next period might be December 
1 on—in types of shoes seasonai to each division of the 
country. 


HERE is merit to Chairman Harper’s idea. There is 
an economic timeliness to the plan. There is advertis- 
ing energy in the idea of the division of fall into mer- 
chandising parts. A similar effort is in contemplation in 
the retail dry goods field. The July covention of the ap- 
parel trades will have the idea in mind and may deter- 
mine the common dates for retailers of women’s wear 
to merchandise timely goods when they are most wanted. 
The buying habits of customers should be studied 
and if a significant change has already expressed itself 
in the needs of goods of customers in the fall season, 
then it is very obvious that shoes must fit into the 
picture when all-industry is in step with the plan. 
Three targets to hit with new shoes give to the 
merchant three paths to profit, much needed this 


fall. 


HEE flelorers 


Editor 





Double Check SHOES You Buy for 


By MADAME HAMILTON JEFFRIES 


Fashion Editor, Boor AND SHOE RECORDER 


When she wears Her shoes may be 


| |_| All over black, black combina- 
\ BLACK LA tions, black and white, black 


with reptile, gun-metal and 
lustres, patent with trims. 
black with red pipings with 
green accents, black with grey. 


1 BROWN vy All shades of brown, preferably 


dark brown, brown and beige 

combinations, brown with lus- 

tres, all over and combinations 

of reptile, brown with copper 
tones. 


) GREEN | All over greens and combina- 


} 

VV tions, green with bronze trims, 
three combinations green 
leathers, green with monotone 

lustres. 


y WINE | All over wine, reptile and wine 


v\ combinations, brown, bronze 
and beige, accents on wine, 
wine with brown pipings with 
gold accents and with some 

lustres. 


y RUST VW Rust and brown combinations. 


y REDS |_| Black, black and red combina- 


\ tions, beigy browns, bronze. 


| Black, suede or kid, black 
\ BLACK, VY suede and reptile black kid and 


reptile, beige reptile, black 
RED and patent, all over black patent, 


PINK fabrics. 
. BROWN and vy Dark brown suede, kid and calf, 


beige, parchment, coffee, three 


SALMON tones of brown, beige and 


brown reptile. 


y DARK /| All shades of brown, kid 


VV suede and fabric, brown and 


BROWN and eggshell, brown and _ beige, 


brown kid and suede, light 
CANARY weight calf, lustres, reptiles, 


fabrics. 


All over black, suede and kid, 
\ BLACK VV black lizards, gun-metals and 
and BLUE lustres, dark blue with blue 
pipings, black patent with egz- 
shell, black kid with eggshell. 
All over blues, preferably dark 

tones. 
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all Against the New FABRICS 
Merchants must know clearly, in ad- U RS an d 


ance of their buying of fall shoes, the anticipated percentages 
t color, cut and waistline details of coats and the all important 


‘ends of furs and their colorings. Volume shoes are chosen to 
tch coats or furs in the winter season. Furs very often OATINGS 
singe the cast or color of the coat and their application often 
nges the type of a shoe. 
(he various merchandising groups are doing serious research 
rk as to charting and coordinating accessories. The store 
ups have worked with the Textile Color Card Association 
choosing one set of colors which will be carried through the 
ious departments. In this way certain colors are to be obtained 
all the foremost stores. 
(he chosen colors for the coming fall are black, brown, green, 
1e, rust reds and blues. The following approximate percentages 
forecast : 
ick coats or coats with black furs........... 60 to 70 per cent 
ywns in two colors and an optional third shade...35 per cent 
een and wine 15 per cent 
ee Oe Sct hedance dees eniacnaeanue 3 to 5 per cent 
In coatings we find that the darkest brown and the two tones 
ichter seem to be the preference. Brown being second in shoes, 
two colors that complement the accepted coat colors are Prado 
| Mooresque. Prado, the deep brown shade on the color card, 
ll go into volume. Mooresque brown is a high style color, 





lichter than Prado and with a live warm cast. Mooresque is now 
cutting into many of the bench-made lines. Salvador, an optional 
third shade, is another brown which has a Spanish color base. 
This Salvador is known as a walking shoe number. 

Green, with or without the bronze cast, has a strong acceptance 








in coatings. The brown fur is often 
cmployed to complement the green 
coat. The accompanying footwear 
should be all-over green, but in some 
instances subtle uses of gun metal 
lustres and pearlized effects with a 
brown cast may be used for light 
trims or heels. The broad use of 
brown trims on a green base is al 
most always disastrous. 

This season wine should conx 


through much stronger than many 


have anticipated. The acceptance ol 
the wine shoe last season was sur- 
prising, even in popular grades. Wine 
should stay in its own color cycle or 
its complementaries should be care 
fully employed. This shade reflects 
lustres in brownish gun metals, deli 


cate gold pipings, lizards in self tones 





and an occasional black accent 
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Sell Play Shoes in Summer 


Make the Extra Profit Now on Outdoor Types and Clear the 
Way for School Shoes in September 


| sales of 
children’s shoes at school opening 
time is the objective of every shoe 
store operating a juvenile depart- 
ment. Why not extra pairs also in 
the vacation season? Children wear 
out more shoes at play than in 
school, and vacation months are play 
months. A sales campaign on play 
shoes, well planned and intelligent- 
ly carried out in July and August, 
should produce a worth while 
volume of the extra business that is 
so greatly needed by the average 
store in summer. 

Everybody knows what an ex- 
traordinary growth the men’s and 
women’s sport shoe business has had 
in recent years. Children’s sport 
shoe possibilities have been overlooked in many stores. 
And yet, sport shoes should play a more important part 
in children’s footwear than in the adult branches of the 
business. For even in vacation season, sports play only 
a casual part in the life of the average man or woman. 
In the case of the boy or girl, play and recreation is the 
major part of living in the summer. 

Most important modern developments in the world of 
apparel fashions have in recent years been duplicated 
in the juvenile field, which has followed, not always 
closely but nont the less surely, the main trends that 
have affected adult fashions. When style became a 
dominating factor in women’s and men’s shoes, children’s 
footwear remained for a time a staple proposition and 
some shoe men believed it could never be anything else. 
Gradually but surely, however, the influence of fashion 
in footwear for grown-ups made itself felt among the 
juveniles. The modern miss wanted shoes as smart and 
styleful as her older sister, and it wasn’t long before her 
demand was satisfied. The prep and high school lad 
wanted smart and snappy patterns like the college fel- 
lows wore, and it wasn’t many months before he had 
them. 

The same sequence occurred in boys’ clothing and 
girls’ apparel. As the style element was stressed in 
adult attire, juvenile apparel for boys and girls became 
less of a staple proposition, and the introduction of style 


added materially to the volume po 
sibilities of children’s wear. 


Isn’t it reasonable to expect that 
something of the same sort will hap- 
pen in sports shoes? Already manu- 
facturers have produced smart sport 


models both for boys and girl 
following the trend in men’s an 


Unto 


women’s sports footwear. 


tunately, however, the retailers wh» 


have merchandised them as si 
have been relatively few. To mo 


merchants the new sport types, i: 


stead of being featured as specii! 


footwear for special uses and occ: 
sions, have been offered simply : 
substitutes for regular models. I: 


stead of contributing extra volume 


they have merely crowded out oth 
shoes that should have been sold. 
stores have been alert to seize the opportunity, but th: 
have been relatively few and far between. 


and the vac 


tion season now offers the opportunity to put extra sal: 


pressure behind these new sport and play shoes for 
juveniles, thus building extra summer business an 
clearing the way for regular types of boys’ and gir! 
Just as the boy or gi 


shoes at school opening time. 
now owns a variety of suits or frocks for various occ: 
sions so should the scope of the juvenile shoe wardrol 


be widened to take in shoes for play, distinct and apart 
from those worn on dressier occasions, sanadals for hot 
weather, beach footwear for resort wear and as many 
others as the child’s station and activities in life mav 


suggest. 
Special window displays featuring juvenile play ai 


vacation shoes, tied up with interesting advertising th: 
stresses style and purpose rather than price, can ac 
many a dollar to the profit of the juvenile departme: ' 


in the next 60 days. 


Novel displays and advertising go a long way towar | 


the development of children’s business. The child is 
big factor in today’s selling, so plan your campaign 
appeal to the imagination of the youngsters. 
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8.1 boys and girls 
the firm belief that your store is a good place 
to buy shoes. Merchants who have tried giving 
away baseballs and other small toys and trinkets 
that appeal to the imagination of the juvenile 
have found that it helps to build popularity and 
good will among the boys and girls of the 
community. And that is a tremendous asset 
nowadays. 

Rubber soled footwear will naturally play a 
big part in the vacation selling, and manufac- 
turers of these types of shoes, like many manu- 
facturers of juvenile leather shoes, are going a 
long way to help the retailer by appealing to the 
interest of the boy and girl. Children’s maga- 
zines and newspapers contain advertisements oi 
these manufacturers and often a book or a 
souvenir of some sort is advertised which helps 
to fix the name of the line in the child’s mind 
and sell the latter on the line. 

Some stores go a lot farther than this and 
take a direct part in various community activi- 
ties that interest children during the vacation 
season. Sometimes merchants organize baseball 
teams and cooperate in the purchase of uniforms 
and equipment. Or they serve on committees 
for athletic events, outings, etc., thereby aiding 
the community and at the same time building 
good will for the store. 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, July 5, 





SUMMERTIME SELLERS 


SPORTS AND PLAY 


Above, left to right: 

White buck or calf sandal which finds its way 
into every child’s closet. The practical pattern 
together with its many uses and extreme com- 
fort makes this number a safe shoe to stock for 
summer selling. 

Brown and white perforated oxford in five eye- 
let number. The shape of the toe cap expresses 
a shoe for a young girl or junior modern. 

Five-eyelet oxford with broad saddle and flat 
heel. This type shoe could easily be carried into 
the fall picture in tan and brownish calf. 


BASQUE TYPES 


Below, left to right: 

Four eyelet oxford made of awning or duck. 
The patterning of the material is used to express 
the type. 

The rubber soled beach shoe fashioned in sandal 
types is the accepted play shoe of the season. 
Unusual construction and price sells the shoe. 

Monk’s sandal made for beach and play wear. 
The subtle use of the diagonal way of the fabric 
makes an attractive vamp treatment. 








ee 

Thirty thousand dollars 
walks into this store, turns around and walks right out 
again every year—because we don’t grab it.” 

Charley Bowman was addressing the Tuesday morn- 
ing salesmen’s meeting, where free speech and open 
argument was the order of the day. 

“Just think of this, fellows! Probably one hundred 
people come into this store every day. They come here 
to spend money. If we could manage to get just one 
extra dollar out of each of them, that would be a thirty 
thousand a year increase—at no extra expense. Think 
of it! 

“We can do it too, by pushing higher priced shoes and 
selling more accessories. As I’ve often said, every time 
you sell a ten dollar shoe to an eight dollar customer 
you've done a good turn to both the customer and the 
store. What do you say, boys?” 

Clyde Minor twisted uneasily in his seat. “You're 
probably right,’’ he said, “but I’ve often wondered if a 
lot of our customers aren’t just like me. When I go to 
buy a certain priced hat or shirt it always makes me boil 
inside when they try to push me up. 

“Seems as though all stores are doing the same thing. 
If you ask for a two dollar shirt they try to sell you a 
two and a half one. If you ask for a two and a half one 
they push the three dollar stock. I really don’t like it. 
Makes me feel cheap. They try to stretch a fellow all 
he’ll stand.” 

“But,” Charley said, “you must agree that the higher 
priced shirts are so much better quality.” 
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‘Maybe so, but I don’t like it anyway. It’s my money 
I like to spend it my way. And I figure when a woma: 


asks me point blank for an eight dollar shoe she’s don 


considerable thinking about the price before she eve 
came in. 


“She and her husband have probably talked it all ove 
at home and decided they could afford eight dollars this 
time. She came in here because she knew we hav 


good shoes at eight dollars. 

“Now if I salesmanship her into a ten dollar shoe, n 
matter how good that shoe is, she’s just a little dis 
appointed over the whole deal. Next time she want 
shoes and finds she has about eight dollars to spend, th 


chances are she will try some other store—hoping to find 


a poorer salesman who will let her buy what she wants.’ 


ae 
@. the contrary, Clyde, 


said Charley, “isn’t she likely to find those ten dolla 
shoes so much more satisfactory she'll be glad you urge: 
them on her?” 

“Some would, but there are others who would fee! 
after they got home and thought it all over, that they ha 
been talked into something. Folks don’t like that.” 

“T’ve noticed too,” Clyde went on, “that if I sell 
customer something a little cheaper than she asked fo 
—and it turns out all right—it often pleases her mor 
than ever. It makes her feel this is a good place to trad 
that we are not just out after all the money we can get 


but that we are glad to help her save whenever we can 
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githe Shoe Store Customer 


Is it good selling to push a ten dollar shoe 


when the customer wants to pay eight? 


Does the possible resentment that lingers after the sale outweigh the extra profit? 
Mr. French gives both sides of the argument and suggests some conclusions that may 
help you find the answer 


“s 
eems to me it’s better 
business to have her feel down in her heart, ‘That’s my 


!’ than to talk her out of an extra dollar every time 
she comes in.” 


stor: 


“Ah ha! This begins to sound like a good argument !” 
said Charley. “I thought that everybody in the shoe 
business was agreed we should try to get all we can 
out of each customer. 

“Now comes our own Clyde—and he is not so dumb— 
saying if the customers don’t really want to be sold 
higher priced shoes, it’s bad business for us to push them. 
Sounds reasonable too. So what’s the answer?” 

“Clyde's all right but his ideas are all wrong,” 
Lester Gorman, another salesman. “Satisfaction with 
the merchandise is what brings customers back. And 
there is no doubt that higher grade shoes are more satis- 
factory than cheap stuff, otherwise there would be no 
reason for their existence. Don’t you see? 

“The wearers of better shoes stick to their stores, the 


said 


cheap buyers are floaters. So whenever we sell better 
shoes we please the customer more, we tie her to us, and 
we make a larger profit for ourselves.” 
“l‘urthermore,” Lester continued, “you know how 
ofter Mr. Bowman has impressed on us that the suc- 
cessful independent shoe merchants are the ones who 
are keeping their grades 
right up. Service com- 


argument we have about prices the more happy cus- 
tomers we'll have. 

“You say we make more money on the higher priced 
shoes. Not necessarily. Any store makes more money 
on the grades that sell easily than on the higher priced 
shoes if they require too much effort to put over. 

“We talk glibly about ‘Quality is economy,’ ‘The best 
It makes a fine sermon. 
We have too 


is none too good,’ and the like. 
But we common folks can’t practice it. 
many wants and too little money. 
“Remember, Lester, when a woman asks for an eight 
dollar shoe it’s no news to her that higher priced shoes 
are better quality. She’s heard that all her life—about 
everything she eats, wears or uses. She knows it’s true. 


« 

&, when she, knowing 
those things, deliberately asks for an eight dollar shoe, 
it’s good business for us to respect her decision. We 
should show her higher priced shoes only as a last re- 
sort. 

“If she told the whole truth she would probably say, 
‘I’ve got just eleven dollars to last the week out, so 
eight’s my limit for shoes. 

“People pretend they’re perfectly frank about their 

finances, but they’re not. 
We'll how 


never know 





petition has_ replaced 
price competition.” 

“! admit every single 
thing you say,” Clyde 
answered, “but I feel 
there are many people 
who wouldn’t mind a 
little price competition 
along with their service. 
And one reason why a lot 
of folks like to trade at 
the chain stores is be- 
cause they know just what they’ll be asked to pay before 
They won’t be stretched there.” 

What do you think of 





they go in. 

“Now we’ve heard both sides. 
it, Dad?” Charley asked. 

“Both you boys are partly right,’ answered old Jim 
Bowman. “But the longer I live the less I think of 
educating or reforming the public. In other words, if 
the majority of our trade wants eight dollar shoes, why 
bless your soul, let’s give them eight dollar shoes! And 
the same applies to the individual customer. The less 
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YOU MIGHT TAKE IN $100.00 more... (/] 


Suppose 100 customers spend 
an average of $8.00 per day-.-#8.00 X 100 


oueeeee you talked one extra 
do 


ar out of each of then. 


But suppose you lost 20% of 
those customers because they 
resented being stretched... 


YOU/ wacut TAKE IN $80.00 LEss! 


much business we lose on 
price. Customers like to 
give other reasons—and 
shies they become very skill- 
ful at dcing it. 


$900. 00 : : 
“No doubt some of our 


++ -$9.00 X 100 = 


regular customers, who 


++ +#9.00 X 80 = $720.00 always buy our better 


shoes, get pinched for 


money at times. They 
know we have six dollar 
shoes. But they know 
also that if they ask for them they'll have a big argu- 
ment—a quality battle—with their regular salesman. 

“We'll never know how many of them avoid that 
embarrassing situation by sneaking around to the chain 
store for ‘just this one pair,’ as they say.” 

“T hate to hear you say that, Dad,” Charley said seri- 
ously, “for I’m sure if we don’t make a constant, daily 
effort to keep our customers’ standards up, they will 
be asking for something cheaper all the time.” 

[TURN TO PAGE 74, PLEASE] 
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Fill Up the Low Spots 


NDER most circumstances the first step needful 

in improving a bad road is to fill up the low spots. 
The rest of the road will take care of itself. In most 
lines of business this rule will apply with force and 
effect, in the way of extra effort toward bridging over 
“dull seasons” or abolishing them entirely. 

Is it a good idea to settle down and say to yourself 
“Now I know this month is going to be dull”? The 
tendency will be to accentuate the dullness by your 
own letting down in lack of vim and energy. If you 
can make up your mind that you are going to accept 
the dull month without protest or fight, you are liable 
to make it even duller than it would have been other- 
wise. 

Instead of accepting a dull month as a necessity it 
would help the year’s average to buck against the dull- 
ness all the harder. If your sales sheets inform you 
that any month in the year falls much below the 
average in totals, see what you can do to push the 
sales of accessories, or novelties, or any one of the ex- 
pansible items of stock. 

Among the steadiest and best performers we know 
in the retail shoe trade are those stores which, instead 
of lying down in July or August increase their adver- 
tising and put forth strong special efforts to push 
sales. They fill up this semi-annual hollow, which 
corresponds closely to what the farmers call a bad 
“chuckhole,” or a “slough,” in the highway. 

All ideals of efficiency are based upon steady, regular 
performance. The ideal, of course, is never wholly 
reached. It wouldn’t be ideal if it was, but an actuality. 
But it pays always to work in the direction of a good 
principle; and in general, it pays to advertise in what 


many firms consider the dull season. This applies to 
any line of business and any branch of any line. 


Me te ah 


Practical Economics Needed 


HE primary need of this country is educatio 
education in economics. 
The very word “economics” throws a scare into si 
people. 
They imagine it to be an exclusive subject, an 
struse question far beyond their comprehension. 
Economics is simply the exercise of economy 
common sense in the management of the affairs of 11 /: 
Economics is not primarily a political question, 
it is based on equity and honor. 
Its object is to eliminate waste—to make uscit 
effort profitable and practical. 


h- 
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Back-Yard Pessimists 


ELVILLE KAUFMANN of San Francisco, 
is a student of economy and one of the 
young men in the shoe business, spoke at the Califo: 
convention on the subject of optimism and pessim' 
He said he told his men to quit talking about bad ti 
‘While we know all about times and how busines 
suffering, what profit is there in talking about it : 
magnifying it? 
“There is too much backyard pessimism. Jones ¢ 
home and tells his wife how rotten business is. 
Jones tells her neighbor, Mrs. Smith, who, in tu 
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hands it on to Mrs. Brown, and it soon spreads all 
over the neighborhood. 

“That is how panics begin and how buyers’ strikes 
originate. Everybody gets to talking about hard times 
and rotten business. Soon the public becomes panicky 
and business quits. 

“There is no wisdom in kidding ourselves and saying 
that we are enjoying wonderful times. We know we 
are not. But we can say that things are fair and that 
they are improving, and thereby create a new spirit. 

“Buy what you need. If you need a new suit, buy 
it right now. Spend wisely and buy things you really 
want. But do not buy extravagantly. Extravagance 
has caused most of our present depression. People 
have bought unwisely of things they do not need and 
cannot afford to own.” 


4 4a 


“A Book of Errors’ 


I | is a very human trait to reform in adversity and 
slide right back into the old ways when things 
brighten up. 

Most of us have vowed the old, old vow, “Never 
Again,” when we have been penalized for an error. 
Many times all of us have said: “Well, that teaches me 
a lesson. Hereafter I shall avoid that pitfall.” But 
we soon forget and do the same thing over, over, and 
over again. 


reefs that will show in the future just where the ship 
met grief. 

The most frequent entry, probably, will be: “I bought 
too many shoes at one time. I should have bought 
fewer, over a longer period of time,” 

Another frequent entry: “I permitted a high-pres- 
sure salesman to override my better judgment.” 

Very often this entry would be made: “I was scared 
into a premature clearance sale and threw away a lot 
of good shoes. My panic was self-made.” 

And so on, each day, a record of mistakes that 
should be referred to often. As an engineer “corrects 
back” to see if he has surveyed a straight line, so should 
a merchant frequently look back and correct his errors, 
or at least note when and where he made them. Then, 
avoid them in future as one avoids skunks in the road, 
or plague of small pox. 


MA 


This Different Age 


HOSE who cry “back to nature” keep forgetting 

that no civilized man is living within a long dis- 
tance of nature. Nature is uncomfortable, full of acci- 
dents, full of diseases and full of general discomfort, 
all of which man has been trying to get away from in 
his later periods of enlightened evolution. The 
Pilgrim Fathers took a try at “Nature” in the raw, 
original state—and half of them died before spring. 


[’very man should keep a “Book or Errors.” In it 
ne should record every error 
of judgment or mishap of 
ignorance, carelessness, or 
plain slip-shod methods. A 
sort of chart of rocks and 


It ought to be thoroughly recognized not only by 
the trade, but by the medical 
profession and the public in 
general, that the footwear 











needs of civilized people and 


Take a Vacation—Sure 


savages are not the same. 


The midsummer season ought to mean 
a period for mental and physical recu- 
peration for shoe merchants. 














Business 
is unlikely to be rushing anywhere in 
the retail trade. This is just the time for 
the shoe dealer to take an afternoon off, 
a day off, now and then, and get out in 
the open air and sunshine and lay up 
strength and vitality and energy for the 
requirements of heavy fall business to 
come. 





And let no one belittle the value of a 
couple of weeks’ rest and recreation, away 
from the store and out of touch with it. 
Take your vacation and get ready to hus- 
tle when summer is over. 

If you can combine a market-trip with 
your vacation so much the better. Con- 


tact with your source of supply may help 





you prepare more intelligently for next 
season’s selling. 
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accounts. 





lf TEN PROVEN COLLECTION LETTERS: 
stores is how to separate the retail customer from the money due and delayed 
in payment for goods. Every past due account on your books is there with your 
permission—it’s yours, if you can collect. 

We have a set of ten proven collection letters that have been used with good 
results by many merchants in another industry. They may serve as suggestions 
for YOUR collection letters and can be changed particularly to fit individual 


Whatever form your letters take, write and follow up your accounts regularly. 
Regularity of follow-up is just as important as the form of letters you use. One 
of the letters opens up: 

“You've heard the old one about Capital and Labor? Sambo was explaining 
the difference to Bones. 

You see, Bones, if you lends me five dollars, that’s capital; but 

| when you tries to get it back, that’s labor. 

| Write to the Problem Advisor of the Boot and Shoe Recorder and he will send 
you Ten Proven Collection Letters. 


The immediate problem in all 








Every Merchant Has a Problem 


ASE No. 3—Question:— 
Last year I sold 4800 pairs 
of women’s shoes. My 
stock at inventory was 3024 pairs. 
I know this was a poor turnover, 
and yet my clerks and my cus- 
tomers continually ask me_ for 
styles I do not carry in stock. How 
many styles can a store like mine 
carry for a volume of this size? 
Answer :—You face the same 
problem which confronts every 
shoe retailer today, large or small. 
No inflexible standard can be set 
up because it makes a vast differ- 
ence whether yours is a store 
which makes fit a major subject, 
or whether you are trying to meet 
every style demand and making 
fit secondary. In either case you 


must set up style limitations, in order to have any ade- 
quate range of sizes. The sale of 4800 pairs of shoes 
and stock of 3000 pairs is only a 1.6 turnover. Even 
with a moderate volume such as you have that stock 
should turn at least 2. or 2.5 times. 
from 2000 to 2500 pairs is your stock limit. 


That means that 


There never was a time in the his- 
tory of the shoe business when there 
were more intimate problems to be 
solved. Why not put your case up 
to the Problem Advisor of the Boot 
and Shoe Recorder for that personal 
letter to letter sclution that comes 
out of the common fund of experi- 
ences of many men? Why worry 
over something that might find its 
solution in a personal man-to-man 
discussion of the problem? 


We have received dozens of particu- 
lar problems—those that appear in 
these pages are only the common 
questions and answers. Others— 
specific of a given case—receive 
confidential treatment and advice. 
Write Your Problem to the Problem 
Advisor of the Boot and Shce 
Recorder. 


A stock 


You cannot have both a wide rane 
of style and a wide range of sizes 


In the average case more sales 


lost because of the lack of a siz 


than the lack of a style. 
would suggest that you anal 
your stock and see how many li 


you have in all, how many over 3 
pairs, how many 20 to 30, ct 


Then set a definite limit to 1 
number of types you will ca: 
and stick to the budget. 

Case No. 4—Question:—I f{ 


more and more pressure from ii) 


clerks to order special pairs f) 
stock departments to fit the pi 


liar whims of customers. Eacl 


week there are two or three 
quests, but I have always oppo 
the policy for several reasons. 


have plenty of shoes on the shelves to sell; it costs 
cents for a telegram and 40 cents for parcel post. Ih 
to pay an extra price for singles; if they are returne: 
am left with an odd pair, and it’s a whole lot of bot! 
and no profit in it. 
whether this sort of special pair business is profitable. 


Would like your opinion as 


while 
figure 
$4.75 
have 
oram 
mean 
on y 
singl 
you V 
even 
addec 
“doll 
are f 
pai 
volu 


Sales 
Cost 
Mar! 
Exp 


Answer :—We do not blame you at all for wanting 
sell shelf pairs instead of ordering specials, but y: 
evidently are losing from $1,000 to $2,000 a year 
volume. Also if you figure this volume in detail wit 
all its extra cost you would find that you are not on 
losing volume but profit as well. The figures give: 


of 2000 pairs may consist of 200 styles of 10 pairs each, 
100 styles of 20 pairs each, 70 styles of 30 pairs each or 
50 pairs of 40 styles each. Probably you have between 
100 and 200 styles if you are an average store. This 
means that with less than 20 pairs to the average style 
you must either miss some sales or misfit some feet. 
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while they may not exactly coincide with your own 
figures, will illustrate the point. Perhaps you are paying 
$4.75 for shoes to sell for $8. For single pairs you may 
have to pay 25 cents extra, plus 40 cents for the tele- 
gram and 40 cents parcel post. We agree that this 
means $1.05 extra expense. You make $3.25 markup 
on your shelf pairs, and only $2.20 markup on the 
singles. If your entire volume were done on that basis, 
you would lose money. But 125 pairs of additional sales 
even with only a net markup of $2.20 a pair would mean 
added profit as well as added volume. Remember, it’s 
“dollars” you put in the bank and not “percents.” Below 
are the figures showing how 125 pairs on the special 
pair basis would increase the profit on the $40,000 
volume. 


Total 
Volume 
$41,000 
24,375 
16,625 
15,100 36.8% 
1,525 3.7% 


It is the old story 


Special Pair 
Volume 
$1,000 
625 
375 


Regula: 
Volume 
$40,000 
23,750 
Markup 16,250 40.5% 
Expense 15,000 37.5% 100 10. % 


Net 1,250 3.1% 275 27.5% 

There is no trick in these figures. 
that if you can do $1,000 extra volume, you can afford 
to spend a larger part of the gross profit on that top 
volume to get it, whether it be telegrams, parcel post or 
advertising. 
you are losing $1,000 in sales and $275 in net profit by 


40.6% 37.5% 


If your figures correspond to the above, 


refusing this single pair business. 

Case No. 5—Question:—For a long time I have re- 
lized that I need a pair system, but I have hesitated to 
install such a record, because they involve so much extra 
work, and are too complicated. Please advise 
stock system you would recommend far a store doing 
$50,000. 

Answer :—The trouble with installing a stock system 
usually is that the store owner fails to get the big idea 
of what a stock system is used for after it is installed. 


what 
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BURRILL BREVITIES 


“If total sales are $63,742 and rent is $3400, payroll 
$8726, advertising $1320 and miscellaneous expense 
$3764, what percentage are these items, separately and in 
total?” 

This sounds like a primary lesson in arithmetic. It is. 
But if this problem was submitted to 100 average re- 
tailers, less than 20% could work out the correct answer. 
Figures determine amounts, but percentages determine 
ratios. Total sale is always 100%. Every item of ex- 
pense is a part of that total. To determine the percentage 


divide the total sales into each item. Example: 
.053 


63,742 3400.00 
3187.10 


212.900 

191.226 
Therefore the percentage of rent is .052 in decimal terms, 
or 5.3% in percentage. A classified expense account in 
dollars tells only one phase of the story. An added col- 
umn of percentages tells another and equally important 
story. 
Can you figure percentages? Are you figuring per- 
centages? Will you please figure percentages? 


There is no one best system. Some stores want a simple 
plan, others want full detail, some want stock numbers 
and some do not. The purpose of a stock system is to 
improve turnover by discovering the slow turning part 
of the stock. If you sell 6000 pairs a year and have 
4000 pairs on hand you have a poor turnover of 1.5. 
You should work stock down to 3000 pairs to show a 
To cut stock from 4000 pairs to 3000 


pairs you must cither speed up sales or curtail buying, 


2 time turnover. 
probably both. Stock-keeping is a continual study of 
You may consider your whole 
(Or 


“on hand” vs. “sales.” 
store in one count and have only one sct of figures. 


[rt RN TO PAGE 78, PLEASI 





Anticipate Now 
what they'll buy 
Next Fall 


Know Your Customers and Watch the Fashion 


Trends That Will Influence Footwear to Be 


Worn Next Season to Avoid Costly Errors 


Robert McCullum and Miss Celia Robinson of New 
York, at the Belmont Park race track 


Every time a merchant visits 
a sample room he should bear in mind the individuals 
who buy in his store. He should visualize what manner 
of folk they are, what they do, what sort of apparel— 
and shoes—they wear when doing it. 

The day has long passed when a man buys a shoe for 
the sake of friendship with the traveling man, or merely 
because the shoe is a sweet or fast number. Today a keen 
shoe merchant must forget sentiment and emotion and 
buy a line of shoes suited to the needs of his own cus- 
This method of buying spells sales and profits 
for the merchant. What smart folks in your town do for 
recreation in the autumn months may be a vital factor in 
Is there a horse show, is football a 
| 


K 


tomers. 


_your fall buying. 
major interest?—such are the questions you must as 
yourself when you select fall styles. 

The position of the store in a block has sometimes a 
great deal to do with the requirements of the customers. 
For example, in Boston there are two conspicuous ex- 

On one thoroughfare there is a high priced 
The same 


amples. 
restaurant catering to an exclusive clientele. 
type shoe store is operating next door. 

It has been recently checked that the bulk of the shoe 
business is being done in this locality in the early noon 


hour. This may be because of the restaurant and it 


in Buying 


may be because of the store, but the fact remains that 
the customers of one shop patronize the other. 

On another business street in the same town 
dollar merchant is busy all hours of the day, bi 
restaurant next door, which is rather high-priced. vets 
very little business from the patrons of the shoc 


The wider interest in outdoor sports and 
games paved the way for this season’s vogue 
of spectator sports shoes 
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HINTS TO BUYERS 











Picking styles that will sell is a 
yital problem for shoe merchants. 
it's a problem that can be solved 
by common sense in buying. 


The customer is the key to suc- 
cesstul merchandising. If you 





know what sort of people you 
sell, what are their interests, your 
buying problem is half solved. 


Women buy shoes today with def- 
inite purposes in mind. They 
select footwear for certain occa- 
sions and costumes. 


Visualize the fall fashion picture 
in your community. Study the 
fashion trends in costumes and ap- 
parel. Pick shoes that will har- 
monize and serve your customers. 


Then make sure that your sales- 
people are trained to give cus- 
tomers helpful advice in select- 
ing the right shoe for the cos- 
tume and the occasion. 


Each is in a preferred position, but each sells an en- 
tirely different grade of merchandise. 

The geography of shoe fashions in one block makes 
avery interesting study to check, but the acceptances of 
customers in one store is also a matter to check. Man- 
agers should take up with the salespeople at their morn- 
ing meetings every slightest item and happening having 
a bearing upon the merchandise, because what is brought 
forth at the discussion is sometimes of much greater 
value than the first item. 

Every store that can afford it should have a recep- 
tion man whose sole duty is to check and satisfy the cus- 
tomers. Those stores who are keen and watch sale for 
sale and check each night for instock deliveries, tell 
some very interesting and constructive happenings at 
their round table discussions. 


When a new trend of cloth 


ing enters the market, each clerk should have a full 
knowledge of the sizing color, its complementaries and 
occasions. 

For example, fall coats will feature elbow trims and 
high cowl-like collars, the high waist line flared skirt 
together with the luxury of fur trim should instantly 
register the demi or four eyelet oxford and two skin 
combinations. Again the tweed suit in nubbed weaves 
for town and country wear demands a calf lizard or 
suede combination. 

To the salesman the afternoon dress of flat crepe in 
black preferred should mean a dressy black suede or kid 
or perchance a newly featured fabric. Certainly it is 
difficult for a clerk to gain this knowledge by himself. 
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He is in the store all day and with his family at night. 
How then can he have a correct picture of the mode and 
its demands unless the manager tells it in an interesting 
and unforgettable way, or unless the manager insists 
that certain publications must be read as a matter of 
store routine. 


M.,., possible sales go 


out the door for the want of a well informed salesperson 
who by a glance sizes up his customer and sells her 
what she wants rather than the shoe which he himself 
prefers. 


HINTS TO SALESMEN 


Sell the customer by knowledge 
rather than guesswork. 


This sort of selling helps commis- 
sions, adds to the store’s volume, 
builds a clientele, minimizes com- 
plaints and returns. 


Study the activities of the cus- 
tomers you sell and suggest the 
right shoe for the purpose and oc- 
casion. 


Know the trends in fashion that 
dictate shoe styles. 





All Clearance Sale Advertisin 


ls Competitive 


Frequent Schedule of Weekly Insertions and Close 
Rotation of Values Put Selling Action Into Space 


By GUY HUBBART 


A avertising that sells shoes, 


much desired and needed any time of year, takes on 
extra importance in July and August. [ull response 
means commensurate activity in pairs sold and dollars 
taken in on featured items in relation to total daily sales 
which include volume on both the advertised items and 
non-advertised. Steady 

response, good average 


results day by day, over 


field in July—light weight summer footwear, spi 
outing shoes and a shift to fewer kinds of regula: 
maybe to a color or a last or some such specit 
This is a stock consideration. 
Second, in all lines of retail buying, shoes in 
midsummer causes a decided change in the way 
buy. Hot weat 
always marked | 


mer Shoes shopping aroun: 





a given selling period 
like a week or twenty 
days. In other words, 
sustained response that 
smooths out peaks and 


: store to store 
a Oa fir werd : 
part of so-called 
or established cu 
of a store as wi 


casual or now-a! 





valleys of sales. Every ws \ 
ids seine ae Genuine Watersnakes 
shoe merchant is famil Black Mat Kidskins 


iar with the effect on and Summer Colors $ 
profit of good business Reps and Fabrics for 

Dyeing—All Types of 
Heels for all Occasions 


and profit today fol- 
lowed by a two-day sag 


Hundreds of Pairs of This patrons. Somet 
Season’s Best Styles the weather sc. 


7 85 $ 85 inflict the gadfly com- 
plex on at least () per 
cent of the 1yin 


Priced Regularly $8.50 to $16.50 population. Thi 


One of a Series of Introductory Events buying habit con 





steep enough to offset 


Marking Our First Year on East Avenue tion. 





all the advantage of the 
first day. 

People in a given 
population buy prac- 
tically the same aggre- 
gate number of pairs 
on the average during 


Third, peopl 
slower per 100 
customers in Jul 
August. They 
decisions more 
make fewer vi 





July and August as in 


ss is Note that everything in this ad-copy, merchandising and physical treatment, 
other months, allowing fit hot weather buying. The only improvement need-d is three other 


stores in a we 
fewer repeat vis 


for the ordinary calen- items at separate prices to widen breadth of appeal The ad looks cool fewer members 


dar variations, but 
there is a sharp differ- 
ence in three other important elements of buying as 
torrid weather opens up. 

These differences are worth careful study in connection 
with the expenditure of July advertising money. 

Here they are, presented of necessity along general 
lines, since specific application to the situation of indi- 
vidual stores obviously is impractical : 

First, consider the difference in variety of needs for 
different types shoes in midsummer. If, for example, 
there are 20 kinds of needs covering all types of shoes 
in other months at least 14 of them fall into a narrow 


and easy to read. 


family unit are 
in the visits. | 
undoubtedly due to a compound effect of mild 

iethargy, seasonal distractions and physical ine] 
While these three things seem small and of only | 
importance so far as annual volume goes, they 

close and inescapable influence on what the stor: 

tisement does, and that is the subject under cot 
tion here. 

And this is the reason: Advertising results 
on how forcefully and effectually offered values a1 
persuasion can offset the above elements of com! 
buying for the individual user of advertising spa 
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the three things outlined 
above, boil down to competi- 
tive obstacles. They merely 
put a sharper edge on com- 
petition between the several 
stores In a community to get 
a share of the July and 
August shoe money. That is 
all, but it is plenty. 

Putting it another way, all 
retail advertising 
July and August is competi- 
advertising matter 
may be the actual com- 
relation 
stores to 
es of trade on 


rather than infrequently 
shoe in 
point, illustrated in part 
tive no 
what 
petitive between 
catering different 

class all types of values or one class of 
values on all types of trade. 

For this reason what goes into the advertisement in 
the way of values and prices is of definite importance as 
are how often the ads run and how copy is treated. 

An advertisement of the kind typified by the Eastwood 
ad | (reproduced here) varies in daily effect, but if run 
on 2 three-day-a-week schedule in a population of 40 
to 8) on and over, should bring in at least 30 per cent 
of the direct sales, that is 40 per cent of all the volume 
made on specifically advertised items for the week. Many 
retailers from habit largely credit advertising effect only 
on the basis of specific items actually sold of a given 
advertised price. All pairs of whatever kind sold at the 
advertised price should be credited to the ad. 

Thus, if a blue shoe at $5 is featured and 40 are sold 
together with 30 red shoes at $5 and 10 green ones at $5, 
the ad should be credited with the 30 red and 10 green 
as well as the 40 blue, 80 pairs in all, and the same for 
three ads run during a week. No one knows how many 
of each color (colors are used instead of names) were 
bought who 


by women 


Hot Weather Ad Hints 


OPY should be brief, easy to read and sug- 
gestive of all service advantages—in a 
word, helpful in hot weather buying. 
be humanized rather than assertive or narrative 
in treatment because human interest ideas stay 
longer in the mind than mere facts or assertions. 
Ads should run frequently and in small space 


dred inches run in ten-inch sections every two 
days will sell more than two inserticns of 50 
inches each two weeks apart. 


the reproduced ads, is that either several items 
should be advertised per ad or several values in 
one kind or class of shoes. 


And 
everything else being 
better. 

Shoe retailers who believe 


principle. incidentally 
results, 


equal, would be 


It should , 
their advertising is worth 
best benefit 


keeping in mind that adver- 


study can by 


tising influences customers 


in larger space. A hun- 


only as it coincides with shoe 


needs, and its influence is 


And the main atfected by season, price, 


by captions, underneath value and so on just as the 


advertising of any other item 


of wearing apparel is influ- 
Such pads sell shoes. ed ng? 

enced. Summer is a special 
season bringing with it sum- 


mer needs. and 


August have a specific influence on the shoe-buying mind. 


These needs are specific because July 


Sinws show the way 


the wind blows. A form of advertising is being 
tried. Here is a sample: 
though the 
hot, 
while 2,842,691 have been wearing 
With this preface, 
copy. 

fact, 


number 


new 
“lor the past ten days, al- 
weather for the most part has been quite 
five men in New York have been wearing straw hats 
felts, derbies, fedoras, 


velours and plugs.” the advertise- 


ment then rushed into “‘straw-hat” 


Whether the 


statistically 


at least some 
of 
measurable. 


figures are fiction or 
recent 
One 


“Out of 723 sales of men’s shoes last week, 


one was inclined. <A 


advertisements have been similarly 
store tells 
540 were of sport shoe types in tan an in combinations.” 
Such advertising registers with the man who feels that 
he is out of step with his fellowman and it is time for 
him to buy a straw hat and sport shoes. 

May we pay this compliment to the retail men’s shoe 
advertising of the City of 
New York. It has been 





did not read the ad, and 
that is not the point any- 
way. The point is how 
many people buy at the 
featured price or prices. 
If no other shoes at the 
are credit 


Oxfords, 
fancy straps, 
ties, buckle 
pumps. 


Street 


price carried, 


MONDAY ONLY 
To 5.85 Novelty Footwear 


1 


the best on record—the 
most direct in statement 
fact 


devoid 


and absolutely 


of 


“price.” 


and 
EACH SHOE 
$2.00 PR. 
Fashionable leathers, in 
cluding _ black, “patent, 
satins black kid: 
Floor 


clearance” 
and 


“Stunts” of any sort 





on the next prices sold 
and below the ad- 


Monday Onli 


SALE! Men’s 
New Oxfords 


$9 and $10 
Styles At 


= 


above 
vertised item level. 

This ad has two prices, 
but features them 
three distinct 
This in 


in 
styles. 


amounts terms 


$7 Arch Support Footwear 


effec- 
And 


advertis- 


add to the 
a sale. 


Monday Onty always 
tiveness of 
201 ye 


Here 


a Missouri store 


they are 


ing too. is one 
tried by 
that is original. 


In the advertising of 





Shoes —_ are 


nationa | 


to 
mo 7 | 


An and Is tings 


Rnartest of the new style 


of 


featuring six shoes. 


drawing power 


Street Floor 





ad in which six separate 


GROVER’S 
ARCH-SUPPORT SHOES 


| mse" "2". $3.00 


Sale, which 


was to begin on Iriday 
“15 Per 


his Clearance 


White 400 pairs 
last... 


$4.00 


Arch-Well Shoes 


he announced, 








Cent Reduction From 





at either the 
each 


items same 


price or two unit 
duced prices. 


Mower W 1 be < , ; 
power would be a better and other featured prices, 


example of the above 
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Here the appeal is based on specialized need novelty shoes and re 
Response ordinarily should run hizh on the leade- 
but not so high on non-featured items 
of stock on this type of presentation. 


()n 


Be- 


Sale Prices 
Friday If It 


Noon.” 


These 
Rains 


fore 
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Romance of Shoes 
on the Air 


Harold C. Keith, President of National Boot and Shoe 


Manufacturers Association, Gives Interesting Broadcast 


in Series on “The Romance of American Industry ” 


q 

© peaking from station 

WABC, New York, President 

Harold C. Keith of the National 

Shoe Manufacturers 
Association, gave an interesting 
iddress on the evening of June 21 
on “The Romance of the Shoe.” 
In the course of his address, 
which was relayed over twenty 
stations of the Columbia network, 
Mr. Keith predicted that the new 
tariff will not materially affect 
American shoe prices. His ad- 
dress follows: 

“Shoemaking since the begin- 
ning of history has been regarded rather as 
an art than as a trade; the sandal was the 
first known form of footwear and many of 
the sandals of ancient Egypt were surprising- 
ly beautiful. In the Victoria and Albert 
Museum in there are shoes of 
maroon embroidered and 
gilded which were made in Egypt during 
the fifth and sixth centuries. Pictures of 
ancient Egyptian sandal makers of 1500 
B. C. have been found in Thebes showing 
methods something like those of the modern 
hand shoemaker who sat upon a low bench 
and held his work between his knees. 

“Examples of beautiful footwear hun- 
dreds of years old can be found in the Guild 
Hall Museum in London, the Musee de 
Cluny in Paris and the museum of the 
United Shoe Machinery Corporation in 
Soston. The hand or custom shoemaker 
has always been considered an important 
artisan in the various countries of Europe, 
but obviously their footwear could only be 
purchased by the very rich. It is to the 
credit of American genius and invention that 
beautiful, well fitting shoes were broucht 
within the purse of all. 


Boot and 


London 


colored leather 


“The moccasin of the American Ind 
was the first foot covering used on this 
continent, but the real beginning of 
shoe industry in America was at Sak 
Mass., where Thomas Beard and _ Is. 
Rickerman, two expert British shoemak« 
landed in 1629. Others 
gradually little shoe shops were establis! 
in town north and south of Boston; th 
shops were usually but an ell of a fa 
house where the shoemaker and his fan 
worked during the long winters. The t: 
ning industry also was developed in New 
England, and Boston became not onl) 
great shoe center, but the greatest leatl 
market in the world. 

“Soon after the Revolution some ent 


followed 


prising shoemakers began to employ oth: 
to work for them, and I have heard 1 
grandfather tell of sending shoe uppers 
various farmhouses in the country to 
stitched and then returned to the shops 
be bottomed and finished. 

“Then came the advent of machinery 
the industry. It had been the custom 
attach heels to shoes by wooden pegs, and 11 
1833 a machine was invented to attach | 
outersole to the vy means 
wooden pegs. This machine came into g 
eral use in 1857. At about the same tin: 
the Howe sewing machine was used to s 
the uppers together. 

In 1861 Gordon McKay, a capitalist : 
manufacturer, developed a machine invent 
by Lyman R. Blake of Whitman, Mas 
some years before, which sewed the so 
through the innersole. This machine «1:1 
more than any other to modernize s! 
manufacturing. In 1871 to 1875 Char 
Goodyear developed the method of sewi 
a welt or narrow strip of leather to t 

[TURN TO PAGE 76, PLEAS 
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‘Customer Gets First Choice 


Buying Habits of People Have Undergone Great Change 


By H. C. DUNN 


Chief of Domestic Commerce Division, Washington, D. C. 


; VHE merchant of today must relegate his per- 
sonal fancies in the selection of merchandise he 
& sells to a choice based on definite knowledge as 
to ‘ie items his customers prefer. 
he buying habits of the consumer have undergone a 
treniendous change in the last generation and the busi- 
nes; manager today must be more flexible and adaptable 
to uick changes than his forefathers. 
he consumer has facilities for obtaining information 
about qualities, styles, prices and sources of goods that 
wee unknown a generation ago, limited only by the 
nount of time that can be spared for absorbing such 
information. These changes are constantly going on. 
Th. consumer occupies the position of control in mer- 
chandising since he has the deciding voice in the ex- 
change of goods. The 





extent to which this is 
appreciated = probably 
has a great bearing on 
the success and failure 
of the present-day mer- 
chant. The time has 
passed when intuition 
alone can be relied 
upon as the guide to 
the particular items the 
merchant should handle 
to achieve the maxi- 
mum success. 

The old system of 
guessing, blind man- 
agement, habitual trial 
and error experiments 
seemed to be getting 
nowhere. Its doom 
was destined because it 
is bound to be prolific 
of too much waste. 

When the pressure 
of competition is felt, 
ingenuity is spurred on 
to devise means and 
methods to beat out 
competition and, unless 
checked for their 
soundness by fact-tell- 
ing records, emotion is 
liable to rule and ap- 
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The consumer today occupies the position of control in merchandising. The 
extent to which this is appreciated has a great bearing on the success or 
failure of the merchant. 


prove practices that are not only unsound but unprofit- 
able. The law of diminishing returns is evidence that 
to a certain point what is unsound may have been sound, 
or what is unprofitable may have been profitable. Ef- 
fective control is based on knowing where that point is. 
The pressure of competition inspires a little more ser- 
vice, a little lower price, a little longer credit period. 

Someone said not long ago that a very small minority 
of businesses in the United States have adequate cost 
systems and that relatively few business people keep 
sufficiently accurate or comprehensive records to furnish 
a basis for sound judgment. 

The expectancy of life of new industries, based on 
averages compiled by one trade association, is 25 years, 
and if they survive six years they have an equal chance 
of survival for the next 
39 years. The analysis 
revealed that 18 per 
cent of the number died 


= 
s= 


during the first year of 
their existence; 16 per 
cent during the second 
year ; 9.8 per cent dur- 
ing the third year; 6.1 
per cent during the 
fourth year; 4.7 per 
cent during the fifth 
year ; 3.6 per cent dur- 
ing the sixth year; and 
from then on the rate 
of mortality was con- 
stant for all ages at 2.9 





per cent per year. 

This showed _ that 
58.8 per cent died dur- 
ing the first six years 
and that 41.2 per cent 
of the original number 
will have disappeared 
at the end of the 60- 
year period. Why did 
18 per cent of these in- 
stitutions die the first 
year and only 2.9 per 

f Y item £7| cent the seventh year? 
nserver Why 168 per cent 
|TURN TO PAGE 

76, PLEASE} 











Davip RELLIN 
Owner of the Peacock 
Shoe Shop, Milwaukee. 





Showed 50% INCREASE 
IN SALES! 


| te Rexuin, Milwaukee, for| years oper- 
ated a store known as the Costume Bootery 
in which he carried various lines of unbranded 
shoes. A little over a year ago, he decided to 
handle Peacock Shoes exclusively. He changed 
the name of his store to the Peacock Shoe Shop, 
and now he says: ‘‘My first year’s operation 
showed a fifty per cent increase in sales. That 
speaks for itselt” 


Mr. Rellin states that he has no trouble in 
selling Peacock Shoes in competition with the 
best lines. In fact, he goes so far as to say that 
he believes them to be the finest fitting shoes 
in America. 


Mr. Rellin’s decision in changing his store 
from the Costume Bootery to the Peacock Shoe 
Shop of Milwaukee was in line with the trend 
of modern merchandising. He merged his local 
prestige with the national significance of a 
nationally advertised line. In so doing, he was 
aware of the fact that Milwaukee's fashionable 
style-informed women are nationally minded 
and therefore prefer footwear that has a na- 
tional reputation for fine quality and correct- 
ness of style. ‘‘Peacock Shoes’’ is one of 
America’s famous style names. 


The Peacock Shoe line is the broadest and 
most perfectly balanced line of high grade 
shoes in America. It carries a full range of heels 
from the very low to the extremely high. It is 
built over a complete assortment of lasts, each 


50 





proven as to fitting qualities. It is styled ac. 
cording to a definite plan of procedure which 
involves the constant study of basic trends in 
the fashion world. It includes the dainticst of 
evening slippers, both formal and informal, 
chic numbers for afternoon parties and smart 
creations for street wear. The line also offers a 
full assortment of shoes for sports-wear, both 
active and spectator. Each piece of leather ant 
each color is selected with relation to the typ: 
of ensemble with which the finished shoe i: 
to be worn. 


Peacock Shoes are made in one grade only- 
the best. We mean by this that the quality of 
the materials used in a plain pump for which 
we might get $6.00 is just as fine as the quality 
of the materials used in producing a fancy strap 
pattern which we might sell for $7.50 or more 
The extra ‘money represents the cost of pro- 
ducing a more intricate shoe, extra trimmings, 
rare color combinations, etc. This policy of 
making one grade only—the best, és wnalterabl: 
Likewise the craftsmanship in Peacock Shoes 
is the best. Fifteen years of careful shocinak- 
ing experience stands back of every pair 


One of the reasons why Peacock Shoes ‘it so 
well is because every shoe contains pat. nted 
features which permit in each size and w dth, 
a scientific exactness ordinary shoes do not 
have. Thus Peacock Shoes are luxury sho. at 
medium prices. 
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My First Year} | 
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The front of David Rellin's Peacock Shoe Shop, Milwaukee, Wis. 
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Other Profit Ideas 


Speeding Up Sales 

T took J. M. Siegel twenty years to 

find out that a women’s $4 shoe 
store cannot be operated in a big city 
very successfully through depending 
on jobs. The Siegel store is in Boston, 
so has a million and a half people to 
draw from in a five mile radius. “It is 
not the price but what one p.its behind 
the price,’ says Siegel. By that he 
means service as well as value. 

A method of speeding up sales which 
originated here is well worth considera- 
tion. The stock is divided. All colored 
shoes are on the first floor, while all 
black shoes are on the second floor. 
Customers are sold better and quicker, 
returns are materially lessened when 
customers are fitted to the type of shoe 
they made up their minds to buy when 
they entered the door. 

Girls today have a variety of shoes, 
so when one comes in a store asking for 

- black, she wants black. Suppose she 
. decides she needs a pair of black satins, 
but sees blues or beiges being tried 
on by other girls seated near her. She 
is sure to be confused, often through 
wishing to try on these other colors. 
On the other hand if the shoe fitting is 
where she only sees black shoes, the 
chances are that her mind will not roam. 

Switching a customer from a black 
to a colored shoe or vice versa, is sel- 
dom a satisfactory sale, Mr. Siegel be- 
lieves. On the contrary; it is a very 
prolific source of complaints. The game 
of the popular priced one price shoe 
store now is to sell the customers what 
they want quickly. 

Having the right shoes on the shelves 
as the public wants them is the real 

merchandising problem of any store. 


By 
HARRY R. TERHUNE 
Field Editor 





Incentives to Sell 


WENTY-FIVE cents is a great 
inducement to cause a clothing 
salesman to talk shoes to his customers, 
Marcus McWeeny has discovered. Mc- 
Weeny manages the shoe department in 
the Kennedy Clothing Co., Boston, by 





Making Space Count 














What Klevan Bros., Altonna, Pa., have done 


with a ten foot frontage. Windows of this 
recently remodeled store came in for dis- 
tinctive treatment. In the left hand win- 
dow illustrated, the large center card pic- 
tured four aces. It reads: “Aces in the 
Mode for Spring—Capucine, Gooseberry 
Green, Pirate Blue, Patent Leather.” 
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the way. Last month he has prooi 
138 pairs of shoes were sold thi 
the efforts of his friends the clot 
salesmen in his store. Retail sales 
age $7.50 a pair, so the addin; 
$1,035 in sales was considered 
worth the paying of $34.50 in con 
sions for the getting of this busin: 
McWeeny is always adding som 
teresting bit of bait to insure that 
men throughout the store will kee 
terested in his department. In 
he told the boys that the best pai 
seats for any show in town was 
added inducement for the one that 
him the most customers. That bri 
186 extra sales and cost him 8.80 
the theater tickets. Some times a 
manufacturer will hang up a pai 
shoes as a prize. All these incen 
are varied just enough to keep 
clothing boys remembering that 
store has a shoe department. Just 
they could forget it, with that livel 
head on their trail all the while! 


Lists That Tell Tales 


HERE are three lists posted « 

day in the basement shoe d« 
ment of the Jordan, Marsh Store, 
ton. 

No. 1, indicates the number 
customers each salesperson served 
ing the course of the preceding da 

No. 2, gives the total in dollars 
one sold. 

No. 3, tells the sad story of the 1 
ber of returns charged against each 
son. According to Buyer Joseph Gla 
the standing of those on the list N 
determines who, in his opinion, is 
most valuable employee to the stor 
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It is quite necessary when one is 
doing a large volume of business to do 
certain things in an easy yet sure way. 
Therefore Mr. Glasier finds it both 
practical and necessary to have all the 
shoes mate marked, also to have a cor- 
responding mate number on the face of 
the shoe carton. 

Each shoe bears a small descriptive 
ticket—on one side of this is printed 
the size in large figures, with both the 
size and width again printed lower 
down on a stub. A complete story of 
the soe is recorded on the front side 
of the ticket. “Model No.” is a code 
which: designates the time when the 
shoe was placed in stock; 4-0 meaning 
Apri!. 1930, or 12-9 would mean De- 
cemler, 1929, 

Wien shoes are sold the lower part 
of tle ticket is clipped, while the re- 
mainler stays on the shoe. The clipped 
stub ‘s used in Lomplying with the stock 
reco.d control system. A complete 
breavdown of the four departments 
und. this buyer’s supervision is on his 
desk each morning. 

Every size carries a different color, 
as rd for size 3. A red ticket striped 
means size 3144, and so on. This color 
scherne helps keep those shoes on the 
rack; from being mixed, as the color 
immediately identifies the size. 


Superiority Complex? 


LETTER from the manager of a 

women’s $3 shoe store in Harris- 
bury. Pa., makes interesting reading. 
B. Gerrick, the writer, says: 

“In the course of the last few years, 
the jower price store has made its debut 
in the shoe retailing field, the $3 store 
in particular. Quite naturally the shoe 
merchant carrying the higher grade 
shocs has maintained a superiority com- 
plex, in that he regarded the lower 
priced stores as simply places where a 
customer is rushed in and out, with no 
attending service, courtesy or any at- 
tention being paid to the proper fitting 
of shoes. 

“In many cases he is wrong for as- 
suming this. He is in the case of the 
Victory Shoe Corporation, that I am 
certain. These four points of our 
policy many change his attitude. 

l‘irst. Every clerk in our store is 
careiully trained in the fitting of feet 
and in the art of selling the right type 
of shoe for the particular needs of the 
particular customer. Each salesperson 
is held directly responsible for their 
customer’s satisfaction. Should they 
not be able to please their trade the 
manager is called in, this assures that 
every customer is properly cared for. 
No high pressure methods are ever 
used, 

“Second. Shoes are always ordered 
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in lots of 12 or 24 pairs. Except in the 
case of ‘staples and those novelties that 
are enjoying a few months’ run, no 
shoe is ever reordered. This means 
that new styles are coming in all the 
while, which is something quite neces- 
sary in our price trade. All operas are 
carried from AA to C, while in the 
rest of the lines the widths usually run 
from A to C. 
“Third. It may surprise some of the 
older merchants to learn that our store 





No Room Wasted Here 











The interior of the Klevan store in Altoona 
has six alcoves of six chairs each, that 
permit individual fittings except when the 
regular afternoon and Saturday crowds are 
out. These fitting alcoves not only help to 
break up the monotony of the store but at 
the same time give space to the aisles. 
Take a look at the store again, and con- 
sider it in the light of this added informa- 
tion. Big Brother Phil was a newsy on this 
corner twenty years ago. After his school- 
ing and early shoe training took all of his 
time, Brother Mike took his stand on the 
corner. Now debonair Mike does the 
store’s publicity work, while Phil kicks at 
the bills. And likes it. 








is completely modernistic in design. The 
store is equipped with individual up- 
holstered chairs, with upholstered fitting 
stools to match. All fittings were care- 
fully selected with an eye for harmony, 
as though the retail price was to be four 
times our price. 

“Fourth. To maintain our style pres- 
tige, the show windows are completely 
changed each two or three days. All 
stock in the store is merchandised 
weekly. 

“Along with all the foregoing, the 
shoes are guaranteed to give complete 
customer satisfaction. Whatever the 
other stores give in the way of service, 
we endeavor to fully duplicate. We be- 
lieve in the old saying, “Never under- 
estimate your competitor.” 
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How Complaints Help 


DEMON ... ora business builder. 

When properly handled a com- 
plaint will make a friend for your store, 
but, if not taken care of correctly a 
friend and patron may be lost. 

Let us say there are two types of 
complaining customers ... THE REA- 
SONABLE and the apparently UN- 
REASONABLE. 

The first is much easier as reasoning 
and explaining does a great deal. Of 
course, there are times when a pair of 
shoes must be replaced with a new pair. 
Then there are many small things that 
can be fixed for 10 or 15 cents and the 
patron is well pleased. 

The later type is where patience 
figures in very prominently. Should 
they seem “Hard Boiled” just show 
them a little more courtesy, or “knock 
them over,” with kindness, for when 
the “finicky” patrons are given the 
proper attention they will most always 
return to your store. 


Unique Size Book 


HAT might be considered as the 

country’s most unique size book 
is kept by Theodore Gutwein of Day- 
ton, Ohio. This record has one size to 
a page, starting with size 4% AAAAA 
and going on up to size 10 D. Sheets 
are kept for the 1's, 1%’s and 2’s in 
the AAA, AA and B widths, for this 
store carries all the sizes that most other 
stores wisely steer clear from. Custom- 
ers’ names, addresses and_ telephone 
numbers are indexed in this book, after 
the regular alphabetical card file rec- 
ord is made. 

Some of the very good selling sizes 
like 7 AAAA require several pages to 
list all the customers. This is in no sense 
a record of all the purchases of a 
customer, but just the size regularly 
purchased. In fact, it is a real com- 
posite size record. 

The real purpose of 
cording to Mr. Gutwein, is to keep him 
from going broke. Such a laudable 
object surely must have merit. And this 
is the way it fulfills its purpose. 

A store full of high style, high grade 
shoes is a profitable venture only so 
long as the shoes are in the right sizes 
This record book not only 
proportion to buy the 


this book, ac- 


and styles. 
tells in what 
shoes, but just who are the probable 
customers for them. A very neat point. 
This astute shoe merchant reckons that 
if he did not have this system, he would 
be forced to carry a stock five times 
the size of his present one, yet not do 
any more business. This would mean 
going broke in short order. 

It is the boast here that a customer 
never walks out because she can not be 


fitted. 





ts Wn A 
AND McKAYS 
RETAILING AT 


FOUR DOLLARS 


Salesrooms— 
179 Lincoln St. 
Boston, Mass. 


Characteristic of the volume 
priced style leaders—these 
two Cushman-Hollis patterns 
truly reflect the crisp styling 
of our entire line of Fall 
Welts and McKays. 


Factory and 
Home Office 
Auburn, Me. 


Boot AND SHOE RECORDER 


combining THE SHOP RETAILER, July 5. 





These two models are typical SMARTLY STYLED 


of the smart Springvale line MceKAYS 
—styled every thirty days by 
keen observers of fashion RETAILING AT 


trends in volume footwear. TWO NINETY-FIVE 


CO. 


Fact d 
179 Lincoln St. actory an 


Home Office 


Boston, Mass. Auburn, Me. 


Boor AND SHOE RECORDER 
combining THE SHOp RETAILER, July 5. 1930 





More Pairs Per Customer 


Illinois Merchants in Convention at Moline Discuss 


Attaining This Object 


Means of 


Ways and 


OLINE, ILL. (UTPS)—Dis- 

cussion of means to increase the 
sale of various types of shoes to swell 
the number of pairs of footwear sold 
the average customer occupied the 
center of attention at the closing 
session of the seventeenth annual con- 
vention of the Illinois Shoe Retailers 
Association held here June 22, 23, and 
24. 

The discussion culminated with the 
association resolving to send letters to 
all shoe trade journals calling attention 
to the fact that shoe sales have been 
gradually drifting toward a black kid 
business and recommending proper 
kinds of promotion to increase the 
sales of other varieties of footwear. 

Reelection of Frank P. Meyer, 
Danville, as president; William J. 
Crawford, Peoria, secretary-treasurer ; 
and John Rodgers, Bloomington, as 
first vice-president, and the election of 
E. P. Bourquin of Peoria to succeed R. Huber of the 
same city as second vice-president was the final act of 
business. 

Members of the executive committee were re-elected as 
follows: R. Metz, Chicago, D. Schwengels, and Harry 
A. Argus, Springfield; R. D. Hamlin, Monmouth; 
H. Ewing, Champaign; E. P. Bourquin, Peoria; G. T. 
Rank, Moline. This committeé will later choose the 
1931 convention city. 

Other topics covered in the open forum discussions 
were those dealing with the introduction of accessory 
lines of gloves, belts, and belt buckles in men’s stores, an 
action which met the approval of the convention, and the 
question of children’s departments. The majority of 
shoe men present favored the maintenance of a separate 
sales force for children. 

Secretary Crawford in a talk at the closing discussion 
session Tuesday afternoon advocated the employment of 
sales people on the basis of a small salary and commis- 
sion rather than a large salary or commission only. 

The committee appointed to work out details tur the 
consolidation of shoemen in Illinois, Indiana, Michigan, 
and the southern part of Wisconsin into a regional 
association following a recommendation made at the 
1929 Illinois convention was authorized to continue its 
work following a report on the progress made. The 
committee consists of James H. Stone, Chicago, national 


FRANK P. MEYER 


Re-elected President by Illinois 
Shoe Merchants 


secretary, and the president and sc cre 


tary of the Illinois association. 
While the convention did not 
officially until Monday morning, a 


pen 


*et- 


acquainted meeting for early arr vals 


was held at the Le Claire Hotel, 


vention headquarters Sunday eve: j 


Registration Monday was foll 
by inspection of exhibits of new 
styles as presented by some 75 w 
sale houses whose representative 
ported heavy fall orders as the co: 
tion progressed. 


Luncheon at noon was followe:! 


formal opening of the session 
President Meyer. Addresses of 
come were made by Mayors C 
Sandstrom, Moline, Chester C. T! 
son, Rock Island, and George C. 
Davenport, Ia. 

Addresses of the afternoon 
made by Thomas P. Sinnett, 
Island; Mr. Bourquin, Peoria; 
Rodgers Bloomington; and T. A. McGuire, presicd 
the Servus Rubber Co., Rock Island. Mr. McGuir 
tended an invitation to the shoemen to make a 
through his plant, an affair which was set for Tu 
morning and which proved to be one of the featu: 
the session requiring about two hours. Relaxation 
Monday night in a stag party at the Moline Elks 

Shoe retailers and wholesalers breakfasted as sey 
units Tuesday morning but lunched together befo 
final business session. A banquet on the hotel 
garden Tuesday evening was followed by the pres: 
ball. 

A ladies’ program which ran concurrently wit 
men’s meetings proved highly successful und: 
management of a committee headed by Mrs. ( 
Rank of Moline. 

Jack Winnick, Moline, general chairman in cha: 
the convention was ably assisted by various comn 
composed of members of the newly organized Sho 
Club of the Tri-cities. Heads of these committees 
George Waxenberg, Rock Island, registration ; 
Erbstein, Moline, hotel; Harry Driggs, Rock | 
publicity ; C. Bowman, Davenport, banquet ; Lee \\ 
Rock Island, finance; and Herbert Bromberg, 
Island, reception. 

Approximately 175 retailers registered for the 
vention which was termed successful in every wa 
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Listen to SHOES FOR WOMEN Listen to 


ENNA JETTICK YOU NEED ENNA JETTICK 
MELODIES Nlom Re) \(ci3" SONGBIRD 
every Sunday every Tuesday 

evening, over BE TOLD night over 
WIZ THAT YOU WEAF 
and Associated HAVE AN and Associated 
Stations EXPENSIVE Stations 


FOOT 


AAAAA to EEE-Sizes 1 to 12 


While in Boston 
July 7-8-9 


make it a point to see 


ENNA JETTICK SHOES 


AT OUR BOSTON OFFICE 
111 SUMMER ST. 


Phone Liberty 1583 














Also get acquainted—or renew 
your acquaintance—with 


F, L. Emerson 
Buford H. Jones 
Jack Gorman 
Bill Howe 

Ed. Cushing 
Jack Hersome 
Bert Horan 


ENNA JETTICK SHOES, INC. 
AUBURN, N. Y. 
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The TRAVELING 


«4 < * 


ENE WAG- 

NER has 
been responsible 
for the styling of 
the Flexridge 
and Imperial 
lines of the 
United States 
Shoe Company, 
Cincinnati, and 
has shown excel- 
lent ability along 
these lines, ac- 
cording to W. J. 
Harney, manager of the Flexridge 
Air Mail and Imperial lines of this 
company. Mr. Harney is a busy man 
and naturally has a tremendous amount 
of work to do, some of which he turns 
over to Mr. Wagner. 

Gene has been with the company a 
number of years and has progressed 
right along through the ranks until 
he is now assistant to Mr. Harney. At 
the recent FLEXRIDGE dealer meet- 
ing Mr. Wagner’s work was_ highly 
complimented and although he is quite 
modest about it himself, he deserves 
the recognition of every shoe merchant 
in the country. 


Gene Wagoner 


ERT HORAN recently joined the 

Enna Jettick sales force in the New 
England territory. He will work out of 
the Boston sales headquarters of Dunn 
& McCarthy, Inc., Suite No. 43, Church 
Green Building, 111 Summer Street, 
Boston. Mr. Horan will work a part 
of the cities and towns of Eastern 
Massachusetts and will come directly 
under the supervision of William J. 
Howe, the Enna Jettick field manager 
for the New England territory. 

For the past ten years Mr. Horan has 
been selling shoes for Air-O-Pedic Shoe 
Company, Boston, and Gorman, Tarr & 
Waterhouse, Lynn, Mass., and has also 
spent a considerable period doing edu- 
cational work in New England for the 
Wizard Company df St. Louis, Mo. 

Mr. Horan is particularly well pre- 
pared by long experience, to cooperate 
with New England Enna Jettick dealers 
on account of his training in foot fitting 
and general retail problems. 


J. KALTENBRUN, well known 
¢ shoe traveler of Columbus was re- 
elected president of the Ogio Shoe Trav- 
elers’ Association at the annual meet- 
ing held at the Chittenden Hotel, June 
21. Mr. Kaltenbrun is one of the or- 
ganizers of the association and is also 
past president of the National Shoe 
ravelers’ Association. 

John W. Riley was elected first vice- 
president; Ray B. Zartman, second vice- 
president and E. G. Bigelew, secretary 
and treasurer. New directors named 
were E. W. Metcalf, Harry Ingham and 
0. W. Price. Holdover directors are 
E. T. Mackey, W. W. Skinner and 
Perry W. Smith. 





Pittsburgh Merchan:s 
Invite Salesmen 


Pittsburgh—The annual picnic 
of the Pittsburgh Shoe Retailers 
Association will be held on Thurs- 
day, July 17, at Turner’s Grove, 
Perrysville. The traveling sales- 
men and the Pittsburgh whole- 
salers have been cordially in- 
vited. 

The committees arranged a ball 
game in the afternoon between 
the wholesalers and the retailers. 
In the evening another game will 
be played. Quoits and card 
games will be features, all in 
the open, weather permitting, or 
in case of rain, under cover. 

W. H. Kuhl is general chair- 
man. Others on the committee 
are Albert Schmidt, Bert Morri- 
son, George L. Ludebushl, Wil- 
liam Laird, Jr., John Matey, Red 
Martin, and William Winfield. 











ARRY INGHAM, who was for- 

merly a representative of Fiebrich, 
Fox & Hilker, has resigned to accept a 
position as Ohio and Indiana represen- 
tative for E. B. Piekenbrock & Sons 
Co. of Dubuque, Iowa, manufacturers 
of women’s shoes. 


OSEPH WARRENDER, formerly 

with Alden, Walker & Wilde, Inc., 
has joined the ranks of salesmen selling 
Schwarz-Ruggles Co. shoes, manufac- 
tured in Rockland, Mass. Mr. Warren- 
der is covering the States of West Vir- 
ginia, Ohio, Kentucky, Indiana and 
Michigan. 





For Best Sales Increase 











President Fred Miller (right) of H. C. 

Godman Co., presents cup to B. M. 

Shapiro (left), manager of Chicago 

branch while group of salesmen offer 
felicitations 
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NEWS 
of the ROAD 


SHOE SALESMAN 


NNOU NC E. 
MENT was 

made last w 
that Georg: 
Baker, form rly 
president of | 
George W. B 
Shoe Co., 
Harry C. Moss, 
who was former 
connected w: 
the same 
pany in a s+ 
capacity, hav 
come associ 
with the I 
Shoe Manufacturers of Brooklyn. 
Baker is to make his headquarte: 
the East and cover the eastern t rr 


George W. Baker 


tory, while Mr. Moss sells the Elbee line 


on the Pacific Coast. 

The Elbee company has announc:: 
revision in prices and the fall lin: 
cludes hand lasted turns mad 
Brooklyn to retail in the ten d 
price range. 

Mr. Baker has recently been 
nected with the Adapto Shoe Co., 
severed his connection following 
acquisition of the Coward shoe s1 
by the Lane Bryant interests. 

Mr. Moss for the past two years hi: 
been connected with L. W. Proctor, | 
He leaves this week for the Pa 


Coast and will make his home in Los 


Angeles. 


HE semi-annual sales meeting 

the six distributing branches of 
H. C. Godman Co., which oper: 
eleven shoemaking units in Colu 
and Lancaster, were held at the r 
tive branches recently. The one | 
dred or more traveling salesmen of 
company are now on their territ 
carrying the new fall line. 

In March of last year the H. C. | 
man Co. announced the new pla: 
selling and distribution which 
prised the branch houses and th: 
have been located at New York, Co 
but, Atlanta, Chicago, Kansas City : 
San Francisco. Under the new 
one salesman represents both th 
stock and the factory delivery lines. 
Prices are quoted upon a basis of 
stock” in these branches and it is 
nounced that factory delivery or! 
will have the benefit of reductions 
are made possible by the economi 
the factory delivery operation, plu 
ume production. 

This plan of selling both factor) 
stock deliveries through one salesin 
has met with a favorable respons: 
approval on the part of the custon 
it is announced. This is evidence: b: 
the fact that sales during the past 'w 
— have exceeded April and Ma 

All factories, it is announced, 2 
operating at about 90 per cent of 
capacity and the daily production i 
proximately 30,000 pairs. 
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EVERYBODY ONCE IN 





Will Be Held at 


Austellungshallen am Kaiserdamm 
in Berlin on September 18 to 21. 


In addition to a complete display of German crafts- 
manship, there will be exhibited shoes and leather 
from every civilized country. 


Many famous American manufacturers will display 
their products. 


All American manufacturers and buyers are espe- 
cially invited to this international exposition. 


A special nationwide Shoe Week, held during the 
week of the show, insures the utmost attention by 
the authorities and press to visitors. 


English will be fluently spoken at all exhibits. 
Visitors are assured a cordial welcome in the City 
of Berlin, known for its hospitality. 


ON TO BERLIN—SEPT. 18 TO 21 


~ ROOM 513 


The City of Berlin has a 
population of 4,200,000 people, 
insuring for the visitor of 
America an interesting visii 
from every standpeint—Busi- 
ness, Pleasure, Culture. 


Berlin retail stores are fam- 
ous everywhere for their ar- 
tistic treatment and very 
modernistic facades and 
windows. 


Berlin theatres and amuse- 
ments offer to the visitor a 
distinctive type of entertain- 
ment enjoyed immensely by 
Americans. 

. * . 


Berlin, the City of Culture, 
is famous for its art galleries 
and museums, which are of 
keen interest to those imbued 
with a desire for beauty and 
culture. 


\ 


CITY OF BERLIN 


EXHIBITION, FAIR AND TOURIST OFFICE 


665 FIFTH AVE. NEW YORK CITY 








Boot AND SHOE RECORDER 
combining THe SHOE RETAILER, July 5, 1930 











IN STOCK 


BEIGE and WHITE LINENS and WHITE KID 


Also Black and Other Materials 


IN STOCK 


The Finest for Summer—Linens Desirable for Tinting 
— Menihan Picks the Winners — 


‘““‘TIBRD”’ 
Nu i sor 


12, eel 
B-543—Beige Linen Sandal 
$4.75 


“JAYND” 
Nu Mode 1 


Linen-Embroid- 
$4.75 


“REGENT” 
Special Procese 
20/8 Heel 


H-472—White Linen ... .84.35 


“REGENT” 
Special ——* 
20/8 Hee 
B-432—White Kid 
B-524—Black Patile 


85 

B-176—Bliack Calf (Light 
Weight). 35 
B-54 White Faille (crepe). 

io 


B-175—Patent Leather .. 4.35 





See our complete line, 

both Menihan and 

Arch-Aid, at Boston 
Show, July 7-8-9. 











B-554—Beige Lines ... 85.25 


‘“‘RIQUETTDR” 
Bpecial Process 
20/8 Heel 


B-469—White Linen ....$4.50 








To properly tint Linen Shoes—sponge 
entire shoe with solution consisting of 


75% boiling water, 25% alcohol. 


while real hot. 
shoe is dry. 


Dye can be applied before 


Apply 








B-489—Beige Linen ... 
8p 
B-468—White Linen .... 


Nu Mode Process 
16/8 Cuban Heel 
Worked Eyelets 
- 84.75 


4.50 


ectal Process 


“DALLA 
Nu Mode Process 
20/8 Heel 
Seam +> t sd 
B-2ee— Tee © 


“RIQUETTE” 
Nu Mode 
20/8 Heel 
B-516—wWhite Silk Moire, Suit- 
able for Tinting 50 
B-441— Black Silk Moire. $5.25 


*“*REGENT”’ 
Nu Mode Process 


20/8 Heel 

B-336—wWhite Silk Moire, Suit- 
7 for Tinting 5.25 
B-180—Mat Kid 


$5.25 
B-335—Black silk Moire. 56.00 


THE MENIHAN COMPANY 


In-Stock Department 
ROCHESTER, N. Y., U. S. A. 
Makers of Menihan Arch-Aid Shoes 


“DALLA 
Nu Mode Process 
20/8 Heel 


Seamlese Pump 
B-466—White Linen ....84.50 


Special Process 

16/8 Ouban Heel 
B-488—White Kid 
B-492—Mat Kid 


“WARBLER’”’ 
Special Process 
15/8 Cuban Heel 
B-442—White Kid 
B-672—Black Kid 





SIZES 
BBA coccccccedS to 
AA coeeeeee ee 4® to 
BA ccccccccccech to 
Be cccccccccee ed & to 
OC cccccescccseS to 
Terms Net “30 Days 


Twenty-five cents additional 
for orders of less than three 
pairs. 
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NATIONAL NEWS 


SATURDAY, JULY 5, 1930 


EVERY WEEK 








Spectator Sport 
Shoes Stood Out 
in June Selling 


NEw YorK—The retail shoe business 
for June proved disappointing in some 
lines, especially in staple types and 
higher priced footwear. In spite of ex- 
ceptionally early sales, the volume in 
some stores is reported as considerably 
behind last year. 

Sales of spectator sport shoes, how- 
ever, have proved most gratifying, and 
this style of merchandise has moved 
readily. A good increase in the demand 
for sport shoes has been noted in all 
grades, with brown and white, black 
and white and woven leathers most pop- 
ular, both in men’s and women’s lines. 

B. Altman Co. reports the biggest 
season ever on these shoes, with brown 
and white on a built-up leather heel 
selling best. Natural linen, beige kid, 
and white kid are solid summer types. 
Some embroidered effects are featured 
on kidskin, such as blue, yellow or 
green stitching on white or pastel 
leather. 

A change in the method of conducting 
semi-annual sales is being attempted by 
Frank Brothers Fifth Avenue Shop, it 
is stated. Whereas these sales have 
formerly been advertised publicly after 
an advance notice to the regular mail- 
ing list, past experience has shown that 
this method has not shown satisfactory 
results, as the consumer of moderate 
means does not respond, and the class 
that does respond can be reached more 
thoroughly through the use of private 
notices without public advertising. 

The sale period was started earlier 
than usual this season, in common with 
most other retail specialty shops, with 
a store-wide 20 per cent reduction. 


Acquires New Plant 


Steinbrecher Arch-Shank Company, | 


Chicago, Ill., has just completed 
arrangements whereby they take pos- 
session of a $250,000 plant located at 
2620 West Flournoy Street, Chicago, 
for the purpose of manufacturing, on 
even a larger scale than they have in 
the past, their well known line of Gen- 
uine Steinbrecher Arch-Shank, sheet 
metal work and other kindred lines of 
special interest to the shoe manufac- 
turer. 
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White Wave Hits Boston 


Men and Women Wearing White Footwear and Merchants 
Place Reorders—Heat Keeps Demand and Prices Up 


Boston — Boston men are wearing 
white shoes for style and, to some ex- 
tent, for business. White shoes are 
selling better than a year ago this time. 
Oxfords of white buck, white all over 
its upper and with a rubber sole having 
a black varnish edge, form the founda- 
tion type. From it are built up a num- 
ber of trims, mostly of black, and with 
the curve of the tip or the cut of the 
saddle having much to do with the 
style. Tan oxfords are good. Blacks 
wane perceptibly before the heat. 

English light weight oxfords, shown 
here, disprove the theory that all En- 
glishmen wear stout shoes the year 
round. These are of light leathers, 
for both sole and upper, and the sole is 
treated, for flexibility and to increase 
its durability. Some of the shoes are 
shown in their several parts, including 
the hollow heel, and it is pointed out 
that the invisible stays re-inforce the 
upper and serve to hold the shoe in 
shape. 

Brown buck oxfords, reported last 
week as a new but conservative sport 
model, then being of buck all over, are 
shown this week with tips and foxes of 
brown calf. The brown is of the dark 
shade. The quarter heel, so called, be- 





Maine Merchants Elect 
Officers 


Portland, Me.—Annual election 
of officers featured the meeting 
of the Maine Retail Shoe Mer- 
chants’ Association last Thursday 
evening at the Elks Club. Ray 
Whittemore, of Whittemore’s 
Shoe Store, was chosen presi- 
dent; Stephen J. Gaffney, of Por- 
teous, Mitchell & Braun Co., sec- 
retary; Maynard L. Dean, of 
Dean Brothers, treasurer. Direc- 
tors elected were Alton I. Crop- 
ley, of Cropley Company; Merton 
Lane, of Lane Brothers; A. W. 
Anderson, of Lewis & Wellehan; 
Joseph Perry and Albert Hutch- 
inson, of Walk-Over. 














cause it had a quarter of rubber set in 
to the leather top life, is noted on some 
high grade lines. 

Golf types are selling in all grades, 
and in many varieties. One store dis- 
plays soles with spikes attached, to re- 
veal the firm set of the spikes in the 
leather. Just soles, and not shoes are 
shown. 

Play shoes are at their best. This 
is where many a merchant is getting 
his profit these days. Staples may be 
safe. But the profit on them are per- 
sistently pounded down. People are 
generous when they play. A lot of 
people will spend good money for a 
play shoe that strikes their fancy. 
That’s the shoemakers chance to cash 


n. 

Whites are also strong in women’s 
shoes and prices on them appear to 
be firm. A heat wave last week stim- 


ulated the demand for them. Some 
merchants have placed small supple- 
mentary orders for whites. Linens are 
going good, too. 

New designs in punchings show up, 
some being round and some rectangular. 
Occasionally, punched holes are under- 
laid. 

There are some striking looking 
pumps in delicate tones of green and 
blue. Reptile trims on linens look new. 
Green, or blue pumps, opera or strap 
models, are advised for wear with dark 
frocks, and white Kid shoes with white 
or pastel dresses, and, of course, the 
sport models with sport clothes. 


Sport Shoes Good Sellers at 
Asbury Park 


ASBURY PARK, N. J.—Jacob Gross- 
man, 708 Cookman Avenue, a shoe mer- 
chant since 1888, is handling a larger 
line of sports shoes this season than 
he has ever done before. He said that 
demand is for the lines that combine 
utility with smartness. The last must 
be comfortable and those most fre- 
quently selected are leathers cleverly 
combined in striking effects. 

White shoes are complemented with 
trimmings of leather in black, brown, 
white and some colors. 





16 ELAMWAY 
AND ELAM-STITCHSTEP 


HIGH AND LOW SHOES 
FOR VOLUME BUYERS 


CARRIED IN STOCK 


NOTE: Shoes Shipped the Day Order is Received. 


Here’s an attractive prop- 
osition for volume buyers 
who want BETTER baby 


shoes at MOST ASTOUND.- 
ING prices. 


SEND FOR St 
SAMPLE PAIRS ssor-tie smote mk Hamvay; 


unlined. IN STOCK. 


B400—Patent leather Elam Stitch a B408 — Whi Elk El » a 
Step. Send for Samples. IN STOCK. NOW! STOCK. - cacti 


Try these Superior Shoes. Elamways have Extra Flexible Soles attached by the Meco 


Cement Lasting Machine. Mean Longer Wear. 





The Pre-War Method Look for This— The Elamway Method 


TRADE MARK 


Tackless 
Nailless 


Built with Soles That Easily Came No Tacks, Nails or Stitches. Just 


Off—Tacks, Nails, Stitches That Hurt ° Comfort and Long Wear. And the 
Little Feet. Stitchless Soles CANNOT COME OFF! 











F. S. ELAM SHOE CO., Inc. 


ROCHESTER, N. Y. 


FACTORY A: FACTORY B: 
Fred S. Elam, Mer. Byron M. Elam, 
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Fifty Years a Shoe Merchant 
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Two-page advertisement in Sunday Rotogravure Section of The Providence Journal 
featuring fiftieth anniversary of F. E. Ballou Co. 








F. E. Ballou Observes 50th 
Anniversary 


PROVIDENCE, 
R. I. (UTPS).— 
Frank E. Ballou, 
proprietor of one 
of the city’s larg- 
est shoe retailing 
establishm ents, 
the F. E. Ballou 
Company, recent- 
ly rounded out 
50 years of ac- 
tive management 
of his own shoe 
store. Mr. Ballou, 
it is said, is the 
only merchant in 
New England to actively head his own 
business for that length of time, and 
in the nation, as a whole, there is only 
one other shoe retailer, R. H. Fyfe 
of Detroit, who holds such a record. 

In 1880, Mr. Ballou opened his store 
here on Broad Street, selling shoes, dry 
goods, and almost everything in the 
wearing apparel line. Those were the 
days when horse cars were in vogue 
and an added fleet of horse cars and 
a change in route left his store with- 
out transportation facilities. So in 
1884 he moved to a more central loca- 
tion on Weybosset Street, three doors 
from his present store. At that time 
be bought out the business of C. W. 
Bragg, and adopted a policy of selling 
nothing but footwear and immediate 
related lines. 

Mr. Ballou is believed to be the first 
in this city to display an electric sign, 
and he was one of the first to have a 
telephone. He believes he sold many 
pairs of shoes to people who visited his 
store to see that new arrangement by 


Frank E. Ballou 
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miles apart. 

Mr. Ballou recalls those early days 
when closing time was eight in the| 
evening except on Saturdays, when | 
they kept open until midnight. He 
was active in supporting the Chamber 
of Commerce, and throughout his en- 
tire career he has been exceptionally 
public-spirited and a willing supporter 
of all civic enterprises. 

In 1895 Mr. Ballou removed his store 
to the present location, still on Wey- 
bosset Street, where he has a large 


women and children. 
efforts for the retailer was shown 
when he secured passage through the 
\ Rhode Island General Assembly of the 
bill providing for a small claims court, 
a medium by which retailers can col- 
lect small claims more efficiently and 
quickly. 

In 1912 Mr. Ballou became very | 
much interested in politics. He ran| 
as a Progressive candidate for repre- 
sentative in the State Assembly and | 
won. Since then he has held the office | 
continuously, at one election being sup- 
ported by three political parties. 

Although holding a record for years 
as manager of his own store, Mr. 
sides devoting a great deal of time to 
his office as representative 
porting various civic enterprises. 
is in the best of health and looks 
forward to actively heading the con- 
cern for many years to come. 
Ballou is known to a great many shoe 
retailers, wholesalers and 
turers who will be glad to wish him 


taken so much interest and pride in 





building to its present popularity. 
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ONAL 
Th R 








which people could talk with others | 


maRK 


REG. U.S. PAT. OFF 


different sizes 
of Sport or Camp 
Boots in stock today 


ONE 


COFFEE 
BLACK 
ELK 


STYLES 





| 14 inch 


$5.70 
Leather 





modern store with a following of hun- | 
dreds of southern New England men, | 
His most recent | 


Ballou is still active at the store be- | 
and sup-| 
He | 
Mr. | 
manufac- | 


“Good Luck” in the enterprise he has | 


Style 317 


| Suitable for Members of the Girl Scouts 
and Camp Fire Girls Organizations 
Genuine Goodyear Welt 


| 
WONDERFUL FITTERS— 
FLEXIBLE OAK SOLES— 
STEEL ARCH 


Stock, 5-8 AA, 5-8 A, 
C and D—AII Styles 


| Sizes Carried in 
4-8 B, 212-8 


Terms—5% 10 days—net 30. 
| West of the Rocky and East of the Alle- 
gheny Mountains, 5% 20 days—net 40. 


Write for Catalog 





5 STYLES IN STOCK 


"THE JUVENILE SHOE CORPORATION 


OF AMERICA. 


| Aurora Missouri 











Greater 






















You are 


cordially 

invited to 
visit us 
at the 


Boston Fair 


Hotel Essex 
Hotel Statler 





STURDI-BILT 





The following will represent us 
at the show: Our newly appointed 
Sales Manager Al. A. Epstein, Max 
Beckerman, Prest., Magnus Ash. 





Opportunities= 


Bigger Markup=More Sales 
In New STURDI-BILT Line— 


of Stitchdowns 


Has 


of 





DUELABILITY AND QUALITY ARE THE OUT- 
STANDING FACTORS MAKING FOR THE 
SUCCESS OF THE LINE CREATED BY STURDI- 
BILT—SKILLED CRAFTSMEN AND STYLISTS 


HAVE COMBINED TO PRODUCE A VARIETY 








9 APPEALING TO THE EYE AND PURSE! 





Write for samples and prices of 
Stitchdowns for men, women and 
children. 


Jetfterson 
Shoe Manufacturing Companysx. 


NEWTON, NEW JERSEY 





f 
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Never Miss a Bet, Says 
Silverman 


CuicaGO—Many a wide awake mer- 
chant has seized upon the opportuni- 
ties of capitalizing current events in 
his window and newspaper advertis- 
ing. It remained, however, for Man- 
ager Silverman, in charge of I. Miller’s 
State Street store, Chicago, to feature 
the local event so effectively that the 
“event” in turn featured “I. Miller.” 

When the Washington Park race 
track was reestablished a year ago and 
the American Derby resumed after 
fourteen years of elapsed time, Man- 
ager Silverman saw in the resumption 
of this popular race a real theme for 
a window trim. Accordingly, he em- 
ployed one of his State Street win- 
dows to “stage” a race track. With 
a background of a grandstand packed 
with people and a close-up of a win- 
ning jockey and horse, this setting was 
used to display the season’s patterns 
in linens and bucks, plain and trimmed, 
in pumps, straps and ties. 

The happy surprise was the action 
of the Washington Park race track 
governors in christening the race fol- 
lowing the Derby as the I. Miller 
Purse, and so featuring it in the ad- 
vertising in newspapers, racing forms 
and track programs. 

And so when another year had rolled 
around and again the I. Miller Purse 
for two-year-olds was announced by 
the race track officials, the I. Miller or- 
ganization, not to be outdone in the 
matter of courtesy, supplied a hand- 
some silver trophy to be awarded the 
winning owner of this year’s race. And 
here in the accompanying view is Man- 
ager Silverman, properly clad in the 
shoe for the occasion, as he awarded 
the trophy to Owner P. T. Looney, of 
Lexington, Ky., for the well ridden 
race of Jockey P. Neal on his mount, 
Martha Jones. 

“We try never to miss a bet,” de- 
clared Mr. Silverman last week to a 
RECORDER staff writer. ‘For example, 
here’s the last issue of a leading popu- 
lar magazine in the field of feminine 
wear. They stress in this issue the 
fundamental thought that the most 
suitable shoe is always the smartest. 
This is something we have always 
contended at this store. So the fact 
that a leading authority on women’s 
wear emphasizes the point is going to 
make our men on the floor even more 
confident of their stand in this matter. 

“We don’t miss a bet. We even make 
out a ticket for a lost sale. If one of 
our men can’t sell his customer, we 
don’t have him give the reason. The 
man on the floor is too apt to put down 
an answer which may or may not be 
the reason for losing the sale. If one 
of our men can’t make a sale he turns 
the customer over to the man in charge 
of the department or to my assistant 
or myself, and we make out a ticket 
in the cash sales book. And all of those 
tickets are thoroughly analyzed. 

“Every Friday I devote to thoroughly 
studying a report sheet which shows 
the comparison of our sales and stock 
for the preceding week. There’s a 
slight gain here and a small loss there, 
and all in all we know where we stand 
and so can tell what steps to take. 

“With 5 per cent merchandise im- 
provement and 5 per cent better sell- 
ing, we may make a 10 per cent gain 
just there.” 
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Cup for the Winner 

















Manager Silverman, of |. Miller State Street 

Store, Chicago, presents trophy to P. 

Looney, whose mare Martha Jones won the 

|. Miller purse for two-year-olds at Wash- 
ington Park 








Linens and Whit ~opular in 
Birmingha... 

BIRMINGHAM, ALA. (UTPS)—Linens 
and white shoes continue to hold full 
sway here as the big seller for sum- 
mer wear. Every store in town has a 
big stock of them and what’s more 
they don’t seem to be a bit worried 
about having any left over, because 
they are selling. There is a wide range 
of prices on linens. Every store, from 
the highest priced to the lowest priced 
store in the city, has them. 

While white linens seem to be the 
vogue, a number of the stores are 
tinting them any color desired by the 
customer. 

H. C. Rosenberg, who recently as- 
sumed the management of the shoe 
departments at Loveman, Joseph and 
Loeb, declares that linens are unusu- 
ally good in both the high priced and 
popular priced departments. Blondes 
are still selling well with him too. 

At the Guarantee Shoe Company it 
was learned that brown will probably 
lead for fall. “We are planning on a 
big season this fall on dark browns in 
a variety of styles,” said S. B. Levy, 
manager of the women’s department. 





Finley Tynes Advertising 
Manager for Vulcan 


PORTSMOUTH, OHIO—It is announced 
at the general office of the Vulcan 
Corporation that Finley Tynes has 
joined the Vulcan Corporation as ad- 
vertising manager. He will have to 
do with the sales promotion activities 
of the last, wood heel, golf and other 
departments of the Vulcan Corpora- 
tion, in close contact with the Vulcan 
advertising agents, The Robbins & 
Pearson Company, Columbus, Ohio. 

Mr. Tynes has been engaged in news- 
paper work and was production man- 
ager at the Kline L. Roberts Organiza- 
tion, Columbus. He will shortly take 
over the publication of Vulcan News. 
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Wear Straight 
Shoes 





Comfort for 
the calloused foot 


A weakening of the metatarsal 
arch, shown in the sectional view 
below, causes painful callouses 
which press on sensitive nerves 
under the whole weight of the 
| body. 





Men who have this trouble can put 
a stop to it and those who haven't 
can prevent it by wearing Muse- 
beck’s Double-Arch shoes. 


Arch 


Patents 
Pending 
Copy- 

righted 







(C) Musebeck WEAR-STRAIGHT insole, 


shaped to give perfect foot balance. Result: 
Outsoles wear straight across the bottom in- 
stead of wearing thin to wedged shape at 
outside ball 


(D) Thick, mellow insole, shaped to Meta- 


tarsal Arch. A permanent solid leather arch 
that fits the normal foot and does not collapse. 

(E) Imported hair felt, chemically treated. 
An insulation against dampness, cold or heat. 


“Combination” 


Blu. 


060—Black Ruby Kid, Kaffor Tip..... $4.50 


8060—-Arch Sup. Insole, same as above.. 4.85 
080—Bla*k Kaffor Calf..........--ee00- 4.5 
085—Tan Kaffor Calf...........+.00-- 4.60 





TERMS 2% 20 DAYS, 30 DAYS NET 


SHOE COMPANY 


DANVILLE, ILLINOIS 
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WHERE TO BUY 
Men’s Shoes 
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ioe 


MOMEST ALK 


87 STYLES IN STOCK 


EMERSON SHOE MFG. CO. 


ROCKLAND, MASS. 
WRITE TODAY FOR CATALOGUE 


er] 

















M. A. PACKARD CO., Makers 
BROCK 


Ne ee 





NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y., U. S. A. 

MEN’S FINE SHOES EXCLUSIVELY 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 

















E ONLY” 


EAST WEYMOUTH. MASS. U. 




















Tells Long Story of Shoemaking 











From man’s primitive efforts to construct a rude foot covering 2,000 years B.C., 


down through history to the present day, 
the exhibits pictured above. 


the fascinating story of shoes is told in 


Photo shows a section of the new industrial museum 


of the United Shoe Machinery Corporation in Boston. 








Museum of Shoe History 


Interesting Exhibition That Shows Part Footwear Has Played in 


Civilization on View in U. 


Boston—One of the most interesting | 
contributions ever made to the his- 
torical archives of the boot and shoe 
industry has come with the fine in- 
dustrial museum which the United 
Shoe Machinery Corporation has re- 
cently opened to the trade and the 
public in its new building at 140 
Federal Street, Boston. 

In some 46 cases of the most up-to- 
date museum type, all _ indirectly 
lighted, there is displayed not only 
the largest collection of ancient and 
modern footwear ever made, but one 
which vies with, if it does not excel, 
the famous Cluny Museum near Paris, 
in the number of historically impor- 
tant exhibits it contains. 

Some 28 yzars have been spent by 
the United Corporation in getting to- 
gether the over 130) numbers which 
are now displayed. They come from 
almost every country in the world and 
reflect in a most surprising way not 
only the environment in which they 
were worn, but the experience and 
mental development of those who wore 
them, characteristics which enable an 
expert to name with almost unfailing 
accuracy the country of origin as well 
as the period in which any given shoe 
was worn. 

The senior exhibit is a sandal which 
was found in a tomb in the Fayoume 
Valley in Egypt and worn about 2000 
B. C. Next there is a large group of 
shoes and sandals which were made 
some time before the 5th century and 
which were unearthed by an expedi- 
tion from Harvard College in the ruins 
of the little Roman city of Antinoe on 
the Nile, which demonstrated in a most 
convincing manner that the method of 


S. M. C. Buiiding, Boston - 


Guilds of Europe, was thoroughly ur 
derstood over 1500 years ago. They als 
show that the use of cut-outs, eyelet 
and laces, embossed leathers, and t! 
construction of leather rosettes we) 
well understood by the shoemakers 
those almost forgotten days whe 
Roman mandate ruled the world. 

An additional feature of interest i 
connection with this group is the ab 
sence of heels, they having evident}: 
been made in the days before tha: 
particular feature of footwear, whic! 
has been a matter of controversy fo 
so many years, was devised. 

Among the boots and shoes with his 
torical association and which at on 
time have been worn by personage 
whose footsteps still echo in the hall 
of Time, there is a jousting boot wort 
by Henry IV of France (Henry o 
Navarre), great postillion boots whic! 
once rode with the Imperial Mail i: 
the troublesome days of Maria Th« 
resa; immense boots worn by the out 
riders of some of the noble families o 
Venice back in the days of the Doges 
beautiful embroidered slipper of Pop: 
Pius VI, worn in 1785, and the shoe o! 
the Archbishop of Trent with th 
beautifully embroidered gauntlet glove 
worn with his various vestments back 
in 1695; the richly embroidered shoe 
worn in Venice in 1495 with the high 
red heels which were the accepted 
badge of nobility. 

There are ladies’ slippers which re 
flect the heights of craftsmanship ir 
the days of the Guilds; jack boot: 
which for many years reposed in th 
halls of Castle Boyne in Ireland, and 
which may have been worn by one of 
those who participated in the great bat 





making Turned shoes, which has been 
generally attributed to the ingenuity | 
of the craftsmen of the shoemaking | 
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tle which took place in its vicinity 
A boot worn by one of Napoleon’s 
[TURN TO PAGE 72, PLEASE] 
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In Salt Lake City 
1450 out of 1500 children 
wore Keds 


Fifteen hundred eager, alert young- 
sters were on hand at the R.K.O. 
Theatre for “The Free Keds Morn- 
ing Movie Matinee” put on by Keds 
Dealers in Salt Lake City. 


One by one they filed in, and one by 
one they were checked to see 
what kind of shoes they had on. 
The invitations had read, “All you 
have to do to get in free is wear 
your Keds.” 








Finally, fifty sorrowful youngsters 
stood herded together outside, but 
only for a few moments. Keds 
Dealers in Salt Lake City are just 
as human as you are. They realized 
what had happened. The children 
were told that inasmuch as they 
were sincere, and thought that they 
had on Keds they would be allowed 
to enter. They were then carefully 
told how to be sure that they got 
genuine Keds in the future, and the 
advantages of Keds. 


The youngsters saw a good movie, 
and had explained to them how thev 
could win one of the wire-haired 
fox terriers in the contest being run 
by the manufacturers of Keds. 


Tom Harding 
United States cS) Rubber Company 


By the way, this Keds Wire-haired 
Contest is not finished. It is not 
too late to stimulate a real interest 
in your store with the contest. If 
any merchant is interested to know 
how our sales plans can be worked 
up for his particular locality, or for 
his own store, write the Contest 
Editor, 1790 Broadway, New York, 
or talk to the Keds Salesman. Keds 
and Keds Sales Plans pay divi- 
dends. 





The news items on this 
page show, we feel, 
that Keds are the best 
known, easiest selling, 
most profitable line of 
canvas sport footwear 
in the world. 











A Little Fellow Sticks His Head 
Up and Shouts 

So many times we get excited about 
what the big fellows are doing that 
we overlook for the moment the 
smaller merchant. Down in our St. 
Louis territory we have a livewire 
dealer who has built up his Keds 
business from $63 to $250 in the 
same period. [ast year in twelve 
weeks he sold $63 worth of Keds. 
In the same time this year, when 
every one is shouting “business is 
not so good,” he has increased his 
business in Keds to $250. How did 
he do it? One advertisement in his 
local paper, and a simple Keds con- 
test—that’s the answer. 

We haven’t the space here to give 
you the details of this contest, but, 
remember, the Keds Salesman is 
eager to help you build increased 
Keds sales, and also show you how 


Keds help other sales in your store. 
Keds and Keds Contests build 
profits not only in Keds, but in 
other lines. 


Where Dealers Work Together. 


One of the most interesting things 
about Keds is the way in which 
Keds Dealers cooperate and work 
together. Let’s take a look at Cali- 
fornia, Palo Alto is the spot, a 
Keds Field Day is the idea. 


Dealers in Palo Alto decided a Keds 
Field Day was just the thing needed 
this Spring to stimulate interest 
among the youngsters, not only in 
Keds, but in their stores. Working 
with the United States Rubber 
Company salesmen and manage- 
ment, who know just how these 
things should be handled, these 
dealers, joining forces, put over the 
biggest stunt that has ever been 


pulled in Palo Alto. 


Over 450 children gathered at 
Community Field. It was hard 
work, yes, but believe us, those deal- 
ers rate way up in the estimation of 
the youngsters. The juvenile ele- 
ment in Palo Alto knows that the 
retail stores in that community not 
only want their business, but that 
they are also interested in seeing 
them have a good time once in a 
while. Keds and Keds Field Days 
make profits. 


The bare statement that a line is popular is not enough. 


You must know that there is a definite demand for it—that it will move off your shelves. 


Keds have that demand. Keds are asked for by name more than any other canvas rubber-soled shoe 


Boot AND SHOE RECORDER 


combining THE SHOB RETAILER, July 5, 1930 


on the market. 


67 





Ah EF 8 


WHERE TO BUY 
Athletic Shoes 


6 6 A 


€@THCO 


BOWLING SHOES 
No. C762—All sizes in stock 
for immediate delivery. 
. Write today for complete ca- 
talog of ATHCO Athletic 

ae. Shoes. 

Athletic Shoe Co. 

Chicago, IM. 


li eli eatin! 


WHERE TO BU 
Men’s Shoes 


di hi ein ean eel eal edi 











Graduating class at the Illinois College of Chiropody and Foot Surgery, where 69 students 
received the degree Doctor of Surgical Chiropody 





“4 MAN’S DECISION” 


THE 


SHOE 


Buston—183 Essex Street 
N. Y.—015-917 Marbridge Bidg. Mass. 











oso 


WHERE TO BUY 


Women’s Shoes 


i ll 





Ultra-Smart Sandals 


te color 
combinations 
Unusual 
Profits 
Write direct 


BIARRITZ SANDALS, INC. 
33 West 27th St. New York 








CUSHION SHOES 


FOR WOMEN 
EBBERTS SHOE CO., INC. 
STOCE 


THE JOHN 
IN Buffalo, N. Y. 
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WHERE TO BUY 
Shoe Forms 


Jatry Forms 
| for Shoes and Hosiery 


made of white, 
transparent or colored 


FAIRYLITE 
Shoe Form Co., Ine., Auburn, N. Y. 











International 
Shoe Earnings 


Show Increase 


Profits for Six-Month Period 
of $1.75 Per Common 
Share Reported 


St. Louis—The financial report of 
the International Shoe Company for the 
first six months of 1930 shows earnings 
on each share of common stock to be 
$1.75, as compared to $1.68 a share for 
the corresponding period in 1929. These 
earnings are exclusive of preferred 
stock dividends. The increase in profit 
was made despite a loss in net sales. 

Comparative figures for the first six 
months of 1930 and the corresponding 
period a year ago follow: 


NET PROFIT 
$6,871,793 
6,620,709 
250,984 

NET SALES 
$51,741,105 
59,733,377 
7,992,272 


SHOE PRODUCTION 
a ere eee ee 25,334,800 pairs 
1929 25,215,419 pairs 
119,381 pairs 


TOTAL INVENTORIES 

$33,127,341 
29,688,425 
Increase 3,438,916 
The company’s total capital and sur- 
plus is $106,000,000, with a working 
capital of $70,700,000. Current assets 
are $75,088,777, or more than seventeen 

times current liabilities of $4,430,986. 


Opens Shoe Department 


MILWAUKEE, WIs.—Joe Lynch, opera- 
tor of two men’s furnishing stores in 
this city, has opened a shoe department 
in his upper Third Street store under 
the management of Jack Murphy. A 
shoe department in the downtown store 
is also contemplated. 
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Shoe Men Take Up Chiropody 


CHICAGO—Sixty-nine students, many 
of them former shoe men, hailing from 
as far West as the Pacific Coast and 
East to the Atlantic, received the de- 
gree of Doctor of Surgical Chiropody at 
the annual commencement of [Illinois 
College of Chiropody and Foot Surgery 
held at the Bal Tabarin, Hotel Sher- 
man, Chicago, on the night of June 14. 

Some 800 friends and relatives of 
graduates were present to witness the 
ceremony and to hear Dr. William H. 
Sadler, internationally known writer 
of psychological subjects deliver the 
baccalaureate address. 

Dr. Max Harmolin, Cleveland, presi- 
dent of the National Association of 
Chiropodists and Dr. Hal Smith, of In- 
dianapolis, vice-president were among 
the other speakers. 

This was the seventeenth commence- 
ment at the school and the class was 
one of the largest in the history of the 
institution, which is the largest of its 
kind in the world. 

Shoemen always have made up a 
great proportion of the classes, for the 
reason, possibly, that they more often 
see and appreciate the bad conditions 
of feet and visualize the opportunities 
offered the trained foot specialist. 


Harry S. Stone Sails for Paris 


NEw YorK—Harry S. Stone of Stone 
& Gropper, Inc., manufacturers of 
women’s hand bags, sailed on the S.S. 
Olympic on Friday, June 20 for Paris, 
where he has made special arrange- 
ments with the leading couturiers to see 
the advanced models to be shown in 
their openings. 

Mr. Stone has timed his visit so that 
he will be in Paris when the newest 
styles are shown. 


H. B. Owen Promoted 


NASHVILLE, TENN.—H. B. Owen who 
has been prominently connected with 
the Kinney’s Shoe Stores in the North 
and East for many years, has been pro- 
moted from assistant manager of a 
Minneapolis, Minn., store to manager 
of the Nashville, Tenn., store; succeed- 
ing H. J. Haynes, who has been trans- 
ferred to Birmingham, Ala. 
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Some Users of 


Have hundreds of letters of 
recommendation as to the mer- 
its of this device. Squeaks of 
any kind removed in one to 
three minutes, while customer 
waits. “Some Service.” 


Distributed by 


P. H. VOLK & CO. 
Baltimore, Md. 


LINCOLN STORE SUPPLIES CO. 
St. Louis, Mo. 


W. H. ATKINSON CO. 
Detroit, Mich. 


DUNCAN & SONS, INC. 
Seattle, Wash. 


ENDICOTT-JOHNSON CORP. 
Endicott, N. Y. 
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duck" 
Liberty 4 Clay Ste 
ealtimore, ud. 
Attention-ur. Frank Suc 
Dear Mr, Suck :~ 
The sever 
been using for the pest 
- Wr 
@ repair t It Beer@ to re 
that in the neer future we will order several 
more for our other departments. 
in the best of he 
r new device, 
Very truly yours 


Lit Brotners, 
Snoe Office 











COMPLETE KIT, $5.00 


If your jobber cannot supply you we 
will send this kit direct. Money Back 
Guarantee. 


Liberty and Clay Streets, 
BALTIMORE, MD. 
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Never Squeak Tool Kit will 
do away with this problem in 
your store. It is positive and 
permanent. Leaves no evidence, 
and will not mar shoe in any 
way. 


Some Users 
in Every Dept. 


Strawbridge & Clothier, Phila., 
Pa.; John Wanamaker, Phila., Pa.; 
Stix, Baer & Fuller, St. Louis, 
Mo.: J. L. Hudson Co., Detroit, 
Mich.; Frank & Seder, Detroit, 
and Pitts., Pa.; The Halle Bros. 
Co., Cleveland, O.; The Wm. Tay- 
lor Sons Co., Cleveland, Ohio; 
Joseph Horn Co., Pitts., Pa.; Op- 
penheim Collins, Pitts., Pa.; Hol- 
brook & Pettey, Pitts, Pa.; 
Bedell’s, Pitts., Pa. Nationally 
known and Chain Stores are using 
this kit wherever it is known from 
Coast to Coast. 


Oe is | 
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WHERE TO BUY 
Men's & Women’s 
Slippers 


4 O88 ee 


IN STOC 


FOR IMMEDIATE DELIVERY 
Sizes 2%-8 


Take advantage of the 
line at 


unusually 
smart Hand 
Turned Pat- 


terns 

black kid 

and 
soles. 


Packed 14 
18 or 36 
pair cases 





The New 
Summer-Time 


Hand-Made Sandal 

White Elk, Unlined 

White Kid, Vici Lined 
(Two Weeks Delivery) 


Ll. B. EVANS’ SON O0., Wakefield, Mass. 
O000rceeeeeeeeeeeeeeeeeO 














MEN’S FINE 
HAND TURNED 
SLIPPERS 
Manefactured 
by 


WwW. 8. CHASE & SONS 
Haverhill, Mass. 
Bosten Office: Reom 501, Statler Bldg. 


Prices from 
$2.15 te $3.50 











In Stock 
NUSUAL VALUES 
Sizes 8 to & 

805 Wos. Bik. 
Kid Turns. ..$1.25 
810 Wos. . 
id Turns...$1.40 
“Every _ 
SCHWARTS ¢ & SBRSSR, bay 


ta & Ballet 
arr Nae St., fort tundeiphins Pa. 


Boudoir Slip 














bate reed 
In 8 wi viele of 
colors — Combining style 
with comfort. Created 4 
the menufecturers 


Joule. 
om Request Nationally Resor. 


SWAN SHOR CO., INC, - BALTIMORE, MD. 
ers 
New York Offee—Room 551, Marbridge Bids. 


In-STOCK 


nd, Pree 


New York Wins Shoe and 
Leather Match 


PuRCHASE, N. Y.—New York golfers 
won the annual intercity Shoe and 
Leather golf tournament played June 
25 at the Century Country Club here, 
when teams of shoe men from New 
York, Boston and Philadelphia met in 
their yearly competition. 

Following the matches, a banquet 
was served at the Country Club, at 
which A. H. Geuting, president of the 
National Shoe Retailers’ Association, 
who played on the team representing 
Philadeiphia, was the speaker. Louis 
J. Robertson, president of the Metro- 
politan Shoe and Leather Golf Associa- 
tion, was master of ceremonies. Rob- 
ert E. Binger of New York, associated 
with the Newcastle Leather Co., was 
responsible for the golfers gaining the 
privileges of the famous New York club 
and course. 

Results of the matches follow: A. D. 
Knight and F. G. Thayer, Boston, 4; 
B. Driscoll and Stiles, Philadelphia, 0; 
E. Haley and J. Ayling, New York, 5; 
Gutterson and Rhoades, Boston, 0; 
Bean and Cookman, Philadelphia, 344; 
E. Hertz and F. Radell, New York, 5%; 
Furber and Burrill, Boston, 6; Newell 
and Connett, Philadelphia, 3; A. Gard- 
ner and Klein, New York, 0; Larkin 
and Davenport, Boston, 2%2; Geuting 
and Altendorfer, Philadelphia, 4%; H. 
Hecht and Wheeler, New York, 6. 

Individual match results follow: 
Ayling, N. Y Bean, Phil......... Q 


Knight, Boston.... 24% 
Knight, Boston.... 


Davenport, Boston. 
Davenport, Boston. 
Burrill, Boston.... é 
Gardner, N. Y..... 
Gardner, 

Rhoades, 

Cookman, 

Cookman, 

Haley, N. 

Driscoll, 


2 

3 

3 

3 

Connett, 0 
Burrill, < pace 
Connett, i 0 
Hertz, 2 
3 

3 

3 


Rhoades, 
Thayer, 


Boston... 
Boston... . 
ley, N. 
Driscoll, 
Radel, 
Gutterson, 


% Gutterson, Boston . 
Altendorfer, Phil. . 0 
Altendorfer, Phil. . 

4 Larkin, Boston.... 
Geuting, Phil 
Geuting, i 
Furber, Boston... . 
Furber, Boston.... 
Klein, N. Y. 


Larkin, Boston. 
Klein, 
Newell, 


Newell, Phil....... Q 








Many Hides from One 
Cow? 


CHICAGO (UTPS)—That sci- 
ence will progress in spite of 
trade depressions and stock mar- 
ket slumps seems to be one fact 
that is definite. 

The British Research Associa- 
tion now predicts a revolution in 
the cattle and sheep raising in- 
dustry, after an extended series 
of experiments. 

The association finds that ar- 
tificial cowhide can be grown by 
cutting off a piece of skin from a 
live cow and placing it in a chem- 
ical solution, where it can be 
nourished and grown indefinitely. 

With the rapid march of pro- 
gressive science, who can tell 
but what in the future shoe man- 
ufacturers will buy a small piece 
of live cow skin and from it grow 
hides in any amount required. 
Remember that aviation was once 
considered impracticable. 














Maurice V. Bresnahan, Pioneer 
in Shoe Machinery, Dies 


LYNN, Mass.—Maurice V. Bresna. 
han, one of the pioneers in the shoe 
machinery field and intimately asso. 
ciated with the development of that 
industry during most of his business 
career, died at his home in this city on 
June 25, following an illness of one 
month. He was seventy-seven years of 
age. 

Mr. Bresnahan served a thirteen-vear 
apprenticeship in the shoe machinery 
and shoe manufacturing industries be. 
fore engaging in business of his own 
and had the distinction, during this 
portion of his career, of operating the 
first McKay sole sewing machine tv be 
installed in Lynn. His first indepen |ent 
venture was as a member of the Bres- 
nahan & Pope Machinery Co., wiich 
was organized in 1880. Later his p.utrt- 
ner, Mr. Pope, was succeeded by T. A, 
Bresnahan, a brother. Still later, in 
1899, the Bresnahan Shoe Machinery 
Company was organized which  «on- 
tinued in business until 1910, whe: it 
was taken over by the shoe manufac- 
turer, Thomas G. Plant, as part of the 
company engaged in the developnient 
and exploitation of his “Wonder Work- 
ing” shoe machinery. 

Mr. Bresnahan is credited with |avy- 
ing developed an automatic leve'ler, 
automatic sole cutter and automatic 
heel compressor. He is also the in- 
ventor of one method of attaching wood 
heels to shoes, with which end of the 
industry he was closely identified at 
one time. 

He is survived by two sons—both well 
known in the shoe and shoe machinery 
fields. William H. Bresnahan is head 
of the Bresnahan Shoe Co. of Boston; 
and his brother, Maurice Bresnahan, is 
with the Compo Shoe Machinery Com- 
pany. There are also five daughiers 
His brother, with whom he was for so 
long associated in business also survives 
him, making his home in Dorchester, 
Mass.; as well as three sisters. 


Thomas J. Moran Dies 


PROVIDENCE,: R. I. (UTPS)—Thomas 
J. Moran of Pawtucket, partner in the 
firm of Beekman & Moran, owners of 
the Modern Shoe Stores. chain, 
operating in this city, Pawtucket and 
Woonsocket, died recently following 
only a brief illness. 

Mr. Moran was born in Ireland, 
coming to this country as a child. About 
twenty-eight years ago he opened the 
first Modern Shoe Store in Pawtucket. 
He was a member of the Pawtucket 
Chamber of Commerce and of several 
country clubs. He is survived by his 
wife and two sisters. 


Believes Service Helps 
Business 


LOUISVILLE (UTPS) — J. C. Felder 
Jr., of the Boston Shoe Store attribu‘es 
their excellent business of this yar 
primarily to the drifting back to ‘he 
firm of many old customers. He s:id 
that apparently price is less import:nt 
in selling shoes than the right «-r- 
vice. The store stands back of every 
shoe and the stock includes every size 
and width in every style and material. 
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In addition to the Famous Deau- 
ville Sandal line, we offer this new 
high grade sandal for volume sell- 
ing through the Uzma Corporation 
so that your every requirement for 
woven sandals are taken care of 
without customs worries from New 
York City. 

This new line, priced below the 
trademarked Deauville line, repre- 
sents real shoe values for your cus- 

















129 DUANE STREET 














Nature’s Way 


A. SACHS, Inventor 


Place your hand in your old shoes 
—feel the impressions of your feet 


This Machine Does It in One Minute 


Relieves: Corns, Bunions, Callouses, Ingrowing Toe 
Nails, Tight Instep, Toe Pressure, Arch Strain, 
and Other Foot Troubles 


It Puts an End to Your Shoe-fitting Worries 


See Demonstration at Boston Style Show 


R. D. GRIER & SONS CO. - = Salisbury, Md. 


Manufacturers and Distributors 
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UZMA CORPORATION 
GOLO SLIPPER COMPANY Factors 


OFFERS) 


A NEW LINE OF WOVEN SANDALS 
TO RETAIL AT $3.00 and $4.00 
NO CUSTOMS FORMALITIES 
DELIVERED TO YOU DUTY PAID 
SAME AS BUYING AMERICAN SHOES 


and features 
ported origin, with big sales possi- 
bilities for you. 
REMEMBER —You buy on the 
same basis as you buy American 
made shoes. No charges for custom 
house entry, cartage transfers or 
other incidental charges. You pay 
after you have your shoes and have 
seen them. All merchandise shipped 
F.O.B. railroad station, New York. 





items of 


GOLO SLIPPER COMPANY 


NEW YORK, N. Y. 
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a “MADE IN PHILA. BY MASTER CRAFTSMEN” 
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NEW YORK'S NEW 


HOTEL 


LINCOLN 


Eighth Avenue, 44th, 45th Streets, Times Square 


it possible for you 


For 
One 


$3-5 


1400 Rooms 





ENJOY THE BEST! Modern, scientific 
equipment and management make 


to enjoy the best 


in New York at the Hotel Lincoln. 


Each with Both 
and Shower 


For 
Two 


$4.7 


Telephone Lackawanna 1400 





























WHERE TO BUY 


Men’s G& Women’s 
Slippers 





PARISTYLE FOOTWEAR MFG. CO., INC. 
Factery and Salesroom 


4-46 West 25th St., New York City 


Oatelog 
sent on 
s request 


Migh Grade Turn Mules and D’Orsays 





Easiephit 


Theatrical Ties on 


Baby Louis or 
wood Cuban 
heel. 
leather, 
Pink, Black 
Satin. complete 
line 
Tap 
Dancing 
Shoes 
Boston Office 
207 Essex Street 
m 203 


ABBOTT SHOE COMPANY 
READING, MASS. 


Delivery. 





Soft Sole Slippers 
Colors in Stock 


75c. $1.25 $1.85 


™ end for 
Samples 


- CO. 


STAR FOw: w «. MFG 
6-54 Me. F Philadelphia 


earth St., 








lls. 
ORC() 


SLIPPER 


An Absolute Fact 


Prices: 
G0e to $1.65 
per pair 
HORCO SLIPPERS are made better 
—and sell betjer—than any other 
slippers on the market in the popu- 
lar price c 
Samples on Request 


VINCENT HORWITZ CO., Inc. 
64-76 West 23rd 8t. New York City 








&k KENDALL ‘tau" x 
Lipper —} 


YOUR BEST CUSTOMERS 
MONEY MAKER 
IN 





in Black 
Kid 
SEND FOR 
OF KENDALL'S 
Dept. C 











KENDALL SHOE COMPANY 
* HAVERHILL, MASS. 


* 








Wisconsin Dealers to See 
Leather Film 


President Fried] Books Educational 
Motion Picture for Convention 


Wausau, Wis.—The leather indus- 
try’s official motion picture, “The Story 
of Leather,” produced and distributed 
by American Leather Producers, Inc., 
will be a feature at the convention of 
the Wisconsin Shoe Retailers Associa- 
tion at Wausau, July 28, 29 and 30. 
As leather is the dominant material in 
footwear, President B. J. Friedl is also 
arranging for an able speaker to ad- 
dress the members of the Wisconsin 
Association on that subject. 

There has been remarkable interest 
shown in the leather movie by trade 
groups recently, the Wisconsin Asso- 
ciation being one of a long list which 
has scheduled the picture this year. 
The California Shoe Retailers Asso- 
ciation also featured the film at its 
recent convention. 

A suggestion of story runs through 
the entire picture—it is the story of 
a school boy who enters an essay con- 
test and takes as his theme “The Story 
of Leather.” 

Realizing that the old shoemaker on 
the corner probably knows more about 
leather than anybody else within easy 
reach, the lad and his sister visit the 
kindly white-haired cobbler and he tells 
them the interesting story. 

He begins with a picture of a dusty, 
spirited plains round-up of cattle and 
traces the hides of those cattle through 
the leather making processes into 
shoes, bags, clothing and upholstery. 
He explains how and where hides are 
taken off, how the tanner gets them, 
how they are cured and preserved in 
the long tanning process; he indicates 
on world maps where the numerous 
raw materials used in tanning come 
from, how leather is made, thick and 
rugged for soles of shoes and soft and 
tough for the uppers. He explains 
the coloring and finishing and many 
of the other important stages trans- 
forming leather into the beautiful arti- 
cles in everyday use. 

The picture tells the old man’s story 
for him in a way that gives onlookers 
a new appreciation of the leather they 
wear, and it is in the manner of its 
presentation that the story becomes a 
valuable contribution to visual educa- 
tion. It implants a basic knowledge 
concerning a product that everyone 
uses in one form or another. 





Hurled Through Shoe 
Store Window; Dies 


Paterson, N. J.—One of the 
large windows of Joseph Weiss, 
who operates a shoe store at 
Marshall and Clay streets, was 
smashed recently by the crash of 
a large bus and a sedan which 
hurled a pedestrian through the 
window. The pedestrian, Wright 
Lyness, 55, died before he could 
be rushed to the hospital. Helen 
Weiss, daughter of the proprietor 
of the store, who was on a ladder, 
was thrown to the floor and sus- 
tained injuries to both legs. 











White Kids Good Sellers jn 
Atlanta 


ATLANTA, GA. (UTPS) — Atlanta 
shoe dealers have been bearing down 
hard on the graduation season, and 
are achieving some real results. For 
boys, the demand for graduation foot- 
wear runs largely to the formal low 
black shoe, but many dealers are also 
featuring tan and brown and tan shoes, 
utilizing the occasion to sell two pairs 
of shoes instead of one. 

For women, the graduation demand 
is largely for white kid, but a new de- 
parture this season is an unexpected 
demand yet a strong one for white 
moiré for graduation. Along with 
these, dealers are selling a large num- 
ber of white linen shoes. 


Museum of Shoe History 
[CONTINUED FROM PAGE 66] 


bodyguards; a beautifully made and 
typical boot of the French gentleman 
which was worn by Lafayette on the 
occasion of his last visit to the United 
States in 1828. A ballet slipper once 
worn by Cleo de Merode, the famous 
Parisian dancer and which bears on the 
sole her autograph. 

There is a little shoe once worn by 
a character who has a happy place in 
the memory of many grown-ups at the 
present time, the little button boot 
worn by Mrs. Tom Thumb, wife of 
General Tom Thumb, and also the 
much worn little congress shoe worn 
by her second husband, Count Magri. 
There is also a beautifully made set 
of knee buckles and shoe buckles once 
worn by John Quincy Adams at the 
time he was President of the United 
States. 

A beautifully embroidered bedroom 
slipper of silk worn by the ill-starred 
Empress Elizabeth of Austria, in what 
was probably the happiest period of 
her life, when the Crown Prince 
Rudolph was born, in 1858. 

Among the exhibits which attract 
much attention and which are of more 
recent origin is a collection of Esqui- 
maux footwear made by Captain Don- 
ald MacMillan on the occasion of his 
expedition in 1925 and said by him 
to be the most complete that has ever 
been made. 

The exhibit includes what is prob- 
ably the most complete collection of 
military footwear ever made and one 
which has been of untold value and 
importance, for it was made in the 
days just prior to the great war. It 
afforded the only means to manufac- 
turers in America of answering 
promptly the demand for footwear 
which came in the early days of the 
conflict. 

There is also permanently installed 
a duplicate of the exhibit which ha: 
attracted so much attention in the 
Smithsonian Institution in Washington 
and which is so arranged that even a 
layman can gain a comprehensive 
knowledge of the important machines 
used as well as even so complicated 
a method as that of constructing a 
Goodyear Welt shoe. 

It is to be open to the public dur 
ing business hours and is a spot which 
everybody should visit. It is already 
attracting a constantly increasing 
amount of attention through the en 
thusiasm of those who have already 
seen it. 
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mie. CELASTIC —The Quality Box Toe 
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- i wy ee ; —accurately expresses the individuality and toe 

d RSMMC ha aia egy Say ~~ | style of the designer. 

DS. eee Tae M.: \.-4|  —fuses the upper, lining and doubler into a one- 

‘e Me tees Sees 1 ~opiece toe . . . insuring absolute smoothness both 

m Say ca - ~~ me Se | — inside and out. 

e bie. Sep Se ee: — provides relaxing toe comfort for it eliminates 

: Be Siang Pdaroes SS agete? loose and wrinkled linings and is flexible across 

is the tip line. 

: E A: Bi EPS = * || —unaffected by heat, water or perspiration and 
A NE 1 will not discolor delicately colored hosiery. 

f | (pee \We | — preserves the original style of the last through- 

e ie Wa Nata ALAN ° . out the life of the shoe. 

: 5 Pe ‘age ti 4 bees : There is a proper weight to suit every 
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THE QUALITY 
BOX TOE 
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WHERE TO BUY 
Ballet Slippers 


—— oe 


The Famous Con- 
cave Arch Hard 
Toe Slipper, and 
all types of danc- 
ing footwear. At 
once delivery. Send 
for catalog. 


Coast Representative: 
MR. A. F. WINSLOW 
5177 Casper Ave., Eagle Rock 


Los Angeles, California 





BLACK KID BALLET SLIPPERS 


MADE ON RIGHT AND LEFT LASTS 

Wom. Miss. Childs 

600—(Top Grade) 1.45 1.40 1.4 

° 1.30 1.25 1.9 
Prices Slightly Higher 

Brooks Shoe Mfg. Co 


Philadelphie— 
Gwanson and Ritner Sts. 


Los Angeles—1162 So. Hill 88. 








Expertly Designed 
Wemen’s Ghiidren’s 
$1.4 
1.8 


.. 


“. F. ‘ GHOE CO., Manufacturers 


Girerd &t., Chicage 


Rights and Letts 
Two Grades 








In Stock Black Ballet 
Slippers 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC. 
147 Duane Street, 
New York City 








Wem. Miss. Chi. 
$1.56 $1.45 $1.40 
35 61.300 «1.3 


wh. 
SUMNER 
SMITH 
Chicago, Ill. 


In Stock 
1386 West Monroe 
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WHERE TO BUY 


Store Fixtures 
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NEW GOODWIN CATA 
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Stretching the Customer 


[CONTINUED FROM PAGE 39] 


“I’m glad I can’t agree with you 
there,” said his father. “No tendency 
is more evident than the present day 
craving for better things. That eight 
dollar customer is constantly dreaming 
of the day when she can afford twelve 
dollar shoes. 

“There is no wide spread demand 
for poorer quality, but there is a very 
definite demand for better merchandise 
at the same price, or the same quality 
at less money. That, I believe, is the 
keynote of today’s merchandising pro- 
gram.” 

“You’re not consistent, Dad. You say 
people want better things, but you say 
also not to sell them higher priced 
goods than they ask for.” 

“Exactly. I will admit, though, I’ve 
been one-sided. I’ve talked only of our 
‘price customers,’ those who through 
choice or necessity ask for a definite 
price. They are in the minority. Most 
of our customers appreciate a sales- 
man who knows his business well 
enough to tell them just why some cer- 
tain shoe will fill their needs more sat- 
isfactorily. They are glad to pay more 
for exactly the right thing. 

“On the whole, I’m sure more cus- 
tomers are undersold than are over- 
sold. As I said, they really want good 
merchandise and some salesmen are 
entirely too timid about showing it in 
a confident way. 

“Every store has its salesman who, 
day after day, sells better shoes than 
the other boys. The difference is not in 
the customers, but in the salesman. 
Such a man is doubly valuable if he has 
discretion enough to change his tactics 
when he gets a ‘price customer,’ the 
kind Clyde referred to when he started 
this argument.” 

“Seems Clyde’s right for some cus- 
tomers and Lester’s right for others 
then,” Charley said. “Now how about 
pushing hose and findings?” 

“That’s a little different,” said his 
father. A customer whose cash-in-the- 
pocket is limited can say ‘No’ to an 
additional article with less embarrass- 
ment than he can turn down a higher 
priced article of the same kind. See? 
I’m in favor of trying to sell accesso- 
ries to every shoe customer.” 

Then Clyde spoke up again. “I seem 
to be the house Bolshevik this morning, 
but I want to offer one more thought. 
Not long ago every barber tried to sell 
the whole works to every customer. It 
was, ‘Shampoo today, Mister? Mas- 
sage or singe? And what kind of 
tonic?’ 

“Men resented it. They put off their 
haircuts as long as possible to avoid 
those irritating arguments. So the bar- 
bers changed their methods.” 

“Of course they did,” Lester spoke 
up, “but when we suggest just the right 
hose or polish we’re doing the customer 
a real service.” 

“So were the barbers—but they quit 
it,” Clyde remarked dryly. 

“T don’t think Clyde’s barber shop 
story hits the shoe men very hard,” 
laughed Jim Bowman. “When a cus- 
tomer buys a pair of shoes it’s because 
she has confidence in the store and in 
that particular salesman. There is no 
better time to make an additional sale 
than right then, when that confidence 
is already established. 


74 


“Saying ‘Any hose today?’ won’t ge. 
results. The salesman must be able 4, 
give real, definite reasons for buying 
hose, otherwise his suggestion is gin. 
ply a selfish gesture, not a service, 

“Charley’s right. We can stretch oy, 
own customers. But let’s conduct eag¢} 
transaction strictly from the custom. 
er’s standpoint, the foundation cf 4)) 
successful business.” 


Trade Asscciation Importan 
Business Factor 


CuHIcaGo.—The services performed }y 
trade associations have become an i. 
most indispensable factor in business 
success, Hugh P. Baker, manager o 
the Trade Association Department 0 
the Chamber of Commerce of the 
United States, told the members of the 
National Association of Purchasing 
Agents at their fifteenth annual con. 
vention here. 

The trade association, he said, has 
become a permanent part of American 
business life. “Conditions are such ip 
industry today,” he declared, “that if 
for any reason the association serving 
a particular industry were wipe: off 
the map, in six months doubtless the 
industry would have to come together 
again for unified action in meetin: its 
common problems.” 

“There is plenty of evidence,” he 
continued, “that the trade associ:tion 
has come to stay. In this connection, 
it is interesting to note the chanving 
attitude of the bankers of the country 
toward trade associations. More and 
more the bankers are coming to dcter- 
mine the credit to be extended business 
men upon the basis of the ability of 
the business men to get together with 
his competitors for the sound upbuild- 
ing of the business or the industry of 
which he is a part. 

“Bankers are less and less interested 
in the little fellow or the big fellow 
who thinks he can run his business off 
in a corner by himself without affeci- 
ing his competitors or without affecting 
his industry. The fact that the Ameri- 
can banker is recognizing the impor- 
tance of the trade association, is cvi- 
dence enough that he thinks the trade 
association has come to stay. Another 
evidence of the permanency of the 
trade association is the fact that no 
large industry in this country is with- 
out a trade association.” 


New Men’s Shoe Store 
in Minneapolis 


MINNEAPOLIS, MINN. (UTPS) — 
French, Shriner & Urner, 3 S. Seventh 
Street, have definitely decided to open 
their new shoe store on the ground 
floor of the new Northwestern Nation- 
al Bank building on June 1. Workmen 
are rushing installation of fixtures in 
preparation for new stock. The entire 
stock of 2537 pairs of men’s shoes of 
their own make is being sold. Drastic 
reductions are being made on golf and 
sport shoes as well as the regular 
stock. An extra sales force was put 





to work. 
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A DYE 
for 


LINEN SHOES 
EXCLUSIVELY 


The only exclusive linen dye on the 
market. . . . Therefore the only dye 
that guarantees perfect results. 


Sun Fast Water Fast 
Will Not Run or Streak 
$20.00 


4 ounce 
bottles 


3 2 COLORS 


RICHARD CHEMICAL CO. 
LONG ISLAND CITY, N. Y. 





































42* 43° Streets West of Broadway 
A New and Better Hotel for Times Square 


Not alone new in construction and 
equipment, but new in conception of 
service and comfort to its guests. Di- 
rected by S. Gregory Taylor, who has 
made such enviable successes of the 
Hotels Montclair and Buckingham. 
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Single Rooms 


with tub ond shower 
*3, +4 and $5 


Double Rooms 


with tub and shower 


£4,°5 oni *6 





exceptionally large Closets, o 








A few terraced rooms and suites, 


a 


an attractive monthly basis. 


RADIO IN EVERY ROOM 


Entrances on 42nd and 43rd Sts. 
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CENTRAL UNION BUS TERMINAL 





LOCATED IN THE DIXIE HOTEL BUS CONNECTIONS FOR ALL POINTS IN THE UNITED STATES 











The 
ROOSEVELT 


Occupying an entire city block on Madison 
Avenue, New York, between 45th 
and 46th Sts. 


Right in the heart of the Grand Cen- 
tral Zone, with its towering sky- 
scrapers topped by the new Chrysler 
Building, tallest in the world. 


An underground arcade leads from 
the Hotel lobby direct to the Grand 


Central Terminal and subways. 


Convenient to Fifth Avenue’s smart- 
est shops, world-famous art galleries 
and museums, the Great White 
Way with its theatres and amuse- 
ments, The Roosevelt offers you an 
ideal home for your New York 


visit. 


You will be delighted with your stay 
at The Roosevelt because of the 
charm of its Early American fur- 
nishings and decorations, its mod- 
ern facilities, perfect service and, 
MOST OF ALL, its exceptional 


convenience. 


EDWARD CLINTON FOGG 
Managing Director 
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WHERE TO BUY 
Children’s Slippers 





SHOES 


“KEEP THE FEET HAPPY” 
Children’s Fine Footwear 
MADE WITH THE SKILL OF 
TRUE CRAFTSMEN 
MANY STYLES IN STOCK 
CREATED ONLY BY 
SHAFT-PIERCE SHOE CO. 


FARIBAULT, MINN. 
SPECIALISTS SINCE 1892 














Approved by Medical 
4s a fully ventilated 
thee the Burk! - 
tilated Feot 
eur, 
mend its use. 
Shoe Co. 


1188 Ne. Main St. 
Breekten, Mass. 








IDEAL BABY SHOE CO. 
MRS. A. L. DAY 
387 Fourth Avenue 
\ New York 
) 1061-65 Merchandise Mart 
Chicago 
1307 Washington Ave. 
St. Louis 


883 Mission Street 
San Francisco, Cal. 


Factory, Danvers, Mass. 
Send for Catalog 











WHERE TO BUY 


Women’s Novelties 


All 
White 3.00 
NORMA: Medi “ Tee) —White and patent.... 3.00 
Not less than 12 pair quantities. 
Stock. Subject to Prior Sale; Order Now. 
CHEKKO BRAIDED SANDALS CORPORATION 
303 Fourth Ave. (at 23rd Street) New York City 








Romance of Shoes on the Air 


[CONTINUED FROM PAGE 48] 


upper by the use of a curved needle, 
and then the outer sole was attached 
to the welt. The Goodyear welt method 
has since become the most universally 
used in the industry and produces a 
flexible, serviceable type of shoe. 

“Later the United Shoe Machinery 
Company was formed bringing together 
under one management the different 
types of shoe machinery, and they to- 
day dominate that field; they lease 
their system of machines to all manu- 
facturers at the same terms, and it is 
one of the reasons why the shoe in- 
dustry is such a highly competitive in- 
dustry, and as a result prices are low 
considering the value of our raw ma- 
terial, leather, and the skill required 
in manufacturing shoes. 

“Few buyers realize that it takes 
two weeks to properly make a pair of 
shoes and that the average shoe passes 
through nearly two hundred hands in 
the making. No two pieces of leather 
are alike and the various operations 
require skill of hand and brain. Shoe 
workers are among the higher paid 
workers in industry and justly so. Our 
industry is gratified that the present 
tariff bill, which contains a 20 per cent 
protection on boots and shoes, has re- 
ceived the President’s signature. For 
many years our industry has had no 
protective duty and from my own ob- 
servation of the low labor costs in fac- 
tories abroad this protection is neces- 
sary if we are to maintain the payrolls 
of our industry and the American 
standard of living. Because of the ex- 
tremely competitive nature of the in- 
dustry such a duty will not materially 
affect the price of American made 
shoes. If there is any change in prices 
it will come from the duty on hides and 
skins, as approximately 40 per cent of 
the requirements of the tanning in- 
dustry must be imported from abroad. 

“Not only has America led the world 
in mass production, several units in our 
industry producing over 50,000 pairs of 
shoes a day, but our experts have devel- 
oped the construction of lasts and pat- 
terns to give a varietv of shapes, styles, 
sizes and widths to properly fit every 
type and size of foot. No longer is it 
necessary to go to the custom boot- 
maker to enjoy foot comfort. Too few 
buyers, however, realize the importance 
of proper fitting. The best and most 
expensive shoes in the world are of 
little value if not built on a last suited 
to your foot, and are of the proper 
length and width. Buy your shoes where 
you are certain to be expertly fitted. 

“Men as a rule are careless about the 
appearance of their shoes which are 
frequently not in keeping with the 
quality and appearance of their suit, 
neckwear or hat. The industry has en- 
deavored to bring this fact to their 
attention by the use of the slogan, 
‘Shoes Mark the Man.’ On the other 
hand, since milady deigned to shorten 
her skirts shoes have become an im- 
portant part of the feminine ensemble, 
and our industry has searched the 
world for materials to make beautiful 
shoes—soft kids from China, snakes 
from India, lizards from Java, fabrics 
of gold and silver from Europe, and 
even skins of fish from the mighty deep 
have been made into footwear. 
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“Elaborate designs with cutouts ang 
inlays have added charm to shoes, ang 
we have even returned to ancient Egypt 
for sandal and slipper effects. Shoes 
will continue to hold an important place 
in every woman’s wardrobe. There js 
nothing you wear that you abuse go 
much or use so hard as your shoes, and 
remember in buying shoes you receive 
two units, each of which I believe cop. 
tains more material value, more labor, 
and requires more skill in manufacture 
than almost any other article sold at 
comparable prices. Our industry manu- 
factures good, serviceable shoes at al] 
prices, but remember that beautify] 
shoes well made are not cheap. The 
recollection of quality remains long 
after the price is forgotten.” 


Milwaukee Factories Increase 
Production 


MILWAUKEE, WIs. (UTPS)—Accord- 
ing to three Milwaukee shoe companies, 
business is on the upgrade. The Ideal 
Shoe Co., one of the largest manufac- 
turers here and well known in all parts 
of the country, is now making 7500 
pairs daily. At present their runiaing 
time is about 80 per cent of total time 
as compared with last year. It now 
employs 600 men and expects to doa 
larger year’s business than in 1929. Of- 
ficials are anything but pessimistic as 
to the business outlook. 

The Nunn, Bush & Weldon Shoe Co. 
is enjoying a seven per cent increase in 
production over last year. It is now 
manufacturing 3000 pairs daily and has 
increased its force from 812 to 900 
workers. 

The Huth-James Shoe Manufacturing 
Co. is employing 600 men just now with 
production schedules ahead of the 1929 
figures up to May. Then there came a 
slight drop, but their present showing 
is on the increase. 


Customer Gets First Choice 
[CONTINUED FROM PAGE 49] 


the second year and only 2.9 per 
cent the eighth year? Isn’t it because 
the hazards they faced were inade- 
quately provided for or perhaps un- 
known? 

If the player in a game of bridge 
could have full knowledge of the cards 
held by every other player, in addition 
to a full knowledge and understanding 
of his own hand, he would have the 
greatest opportunity for playing his 
hand to its greatest value. His ability 
to win is enhanced to the degree that 
his knowledge of his own possibilities 
are known and understood, and the pos- 
sibilities of the players with whom he 
is in competition. 

This knowledge serves to guide hin 
more intelligently and to direct hi 

. efforts with the least chance of losing 
plays. The element of gamble or spec 
ulation is greatest when the element of 
uncertainty is greatest. And so it i: 
with the management of one’s business 





Boot AND SHOE RECORDER 
combining THE SHOP RETAILER, July 5. 193/ 













































































Machine is usually equipped 
with Climax Brush No. 4642 
of cloth, and No. 197 

of yarn 


Clean Merchandise 


Nosopy wants to buy shoes that have become soiled or marred 
in handling. Why jeopardize the sale of a pair of shoes when you 
can make them presentable to your customer by cleaning or polish- 
ing them in a jiffy on the Shoe Cleaning Machine — Model A. 





This motor-driven machine will accommodate two cloth or yarn 
brushes or a combination of each as desired. The motor is belted 
directly to a grooved driving pulley on the shaft carrying the brushes. 


Set up this simple, compact machine in your stock room and con- 
nect it up with the nearest electric light socket. The Shoe Cleaning 
Machine — Model A, is now standard equipment in all up-to-date 
retail shoe stores. 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 


Johnson City, N. Y New York, N.Y 
Brockton, Mass.. Lynn, M 306 Broad Philadelphia, Pa 
Chicago, Ill .18 South Market Marlboro, Mass 11 Florence Rochester, N 
Cincinnati, Ohio 407 Gilbert Milwaukee, Wis 258 Fourth St. Louis, Mo 
Haverhill, Mass 145 Essex New Orleans, La San Francisco, Cal 
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WHERE TO BUY 
Spats 


oS 


ae fa nada ! al 
s A ¥ Ss 

The world’s finest spat 

—pbacked by one of the 

test national ad- 

vertising campaigns 

ever run for Spats— 

supported by display 


cards, newspaper mats, 

a handsome box. 
Priced to retail 
$1.50 to $5.00 
Write for 
samples. , 


Watch “Standard” Spats in 1930 
S. Rauh & Co., 650 Sixth Ave., New York 
TS 


Boe haat out la tt lat ht nV he. 


BOND STREET 


The finest, best known, 
ot all. Styled in England 
-made in America, 
priced to retail at 
to $5.00 Backed by 
comprehenstve, unique na- 
tional advertising—radio, 
national magazines, mer- 
chandising helps, attrac- 
tive peczages. Immediate delivery. Write for samples. 
THE WILLIAMS MFG. COMPANY, 
Portsmouth, Ohio, U. S. A. 


VaVaVaVavl av ata ay: 








CHURCH’S 
Imported LINEN Spats 
in white, grey and tan, also SAILOLOTH 
Teed for formal and theatrical affairs. 


LYONS & COMPANY 
122 Duane St., New York, N. Y. 
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Ahé 
GREATEST SPAT LINE 
OF THE INDUSTRY 


Tailored just a little nicer but priced considerably lowe 
IMPERIAL -SPAT MFG CO DENVER CULO USA 








Spats and Shoe 
Ornaments Create 
Customers and 
Confidence 


We are the oldest 


MANOLIS MFG. CO. 
4848 No. Crawford Ave. 
Chicago, tl. 











Every Merchant Has a Problem 


[CONTINUED FROM PAGE 43] 


you may have four or five groups and 
split each figure, such as men’s, wo- 
men’s, children’s, hosiery. Or you may 
divide each of these groups into fam- 
ilies and make 10 or 15 divisions. Or 
you may have a separate sheet for each 
shoe involving 200 or 300 divisions. In 
either case the principle is the same, 
namely (1) a count of the pairs on 
hand (2) a record of pairs received (3) 
a record of pairs sold and (4) a record 
of pairs on order. 


Some retailers think that a stock 
system can be bought by mail and set 
to work at once. That is why so many 
are discarded, because the details and 
exceptions are not explained at the out- 
set. Furthermore, a pair stock record 
does not become valuable until it has 
been in operation for six months, and 
is even more valuable at the end of the 
first year. The sheets which cover an 
average system may cost only a few 
dollars, and it may require two days’ 
time and expenses for someone compe- 
tent to install the whole system and 
set it in motion. If a stock system 
will save $1,000 in losses, it is worth 
the $200 or $300 it might cost to com- 
pletely install it, even though the 
sheets themselves might cost only $25. 


ASE No. 6—Question:—What rate 

of turnover should the average 
family shoe store obtain, and how 
should it be reckoned? 


Answer:—The best method of reck- 
oning turnover in a shoe store is by 
comparing pairs on hand with pairs 
sold for the year, but unfortunately 
only a minority of stores have pair 
records. Stores which do $50,000 or 
less have difficulty in showing more 
than a two time turnover. Many 
stores still make the error of compar- 
ing stock at cost with sales at retail. 
A $20,000 stock and $40,000 sales is 
not a two time turnover. The $40,000 
sales at cost price might be $28,000. 
Thus the comparison of $20,000 stock 
and $28,000 cost of sales would reflect 
a turnover of 1.4. With pair figures 
the comparison is exact as 3000 pairs 
on hand and 4500 pairs sold shows a 
turnover of 1.5. It is customary to 
take the January 1 inventory for the 
basis of comparison. This is incorrect, 
for it is the average stock and not the 
closing stock that is the correct basis. 
To determine the average stock it is 
necessary to have a perpetual inven- 
tory. Add together the 12 figures which 
show the stock on hand the first of 
each month and divide by 12 to find the 
average stock. If stock at cost and 
sales at retail are in the ratio of 1 to 
4, and the markup is 37.5 per cent, the 
turnover is 2.5. Only a few stores ob- 
tain this rate of turnover. In other 
words, the average month’s sales total 
would be one-third of the average 
stock. The figures below reflect a con- 
dition considerably better than shown 
by the average shoe store, yet they 
help to establigh an ideal condition. 


Annual sales 
$40,000 $50,000 $60,000 $75,000 
Cost of sales at 37.5% markup 
$25,000 $31,250 $37,500 $46,875 
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Average stock for 2.5 turnover 
10,000 12,500 15,000 18,750 
Average monthly sales at retail! 
3,333 4,166 5,000 6,250 
Ratio of stock at cost to sales at retail 
1 to 4 1 to 4 1to4 1 to 4 


In this connection it is interesting 
to note that in the recent survey made 
by the U. S. Chamber of Commerce jp 
11 cities, the ratio of total stock to 
total sales of all retail stores was “| jn 
stock to $8.58 in sales. The 15 lea 
groups in order were as follows: 


1. Restaurants 
$1 in stock for $59.94 i 
. Meat, poultry and fish 
$1 in stock for $51.50 i 
. Gasoline and oil 
$1 in stock for $22.80 i 
. Groceries and delicatessen 
$1 in stock for $15.74 i 
. Automobiles 
$1 in stock for $14.04 i 
. Women’s clothing 
$1 in stock for $9.60 i 
. Building materials 
$1 in stock for $7.55 i 
. Drug stores 
$1 in stock for $6.79 i 
. Department stores 
$1 in stock for $6.22 i 
. Furniture stores 
$1 in stock for $5.85 i 
. Shoe stores 
$1 in stock for $5.05 i 
. Hardware stores 
$1 in stock for $4.76 i 
. Men’s clothing 
$1 in stock for $4.60 i 
. Drygoods, notions 
$1 in stock for $3.89 i 
. Jewelry 
$1 in stock for $2.37 in s:les 


The Educational Department of the 
National Shoe Retailer’s Association 
recently completed an analysis of a 
large number of returns from average 
shoe stores throughout the country, 
ranging in volume from $25,000 to 
$200,000. In this representative group 
the figures below show the ratio of 
stock to sales by departments: 


1928 1929 
Retail Sales Retail Sales 
per $1.00 per $1.00 

in Stock in Stock 
$2.24 
2.92 
3.46 


Total stock $3.00 


This figure of $3.00 is considerably 
less than the $5.00 mentioned in the 
list from the eleven-city survey, the 
difference being due to larger stores 
and chain units in the latter group, 
whereas the N. S. R. A. figures are 
from smaller general stores in medium 
size cities. It is also probable that the 
$3.00 figures is larger than would be 
reflected by figures from the entire 
group of shoe stores, large and small. 
The size problem in shoes coupled 
with the style problem makes the prob- 
lem of turnover in the shoe store dif- 
ficult. 
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Men’s shoes 
Women’s shoes 
Miscellaneous 
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When the Sun Shines Brightest 
OG is Biarritz Offers You 
For MEN, WOMEN and CHILDREN “=; 


Misses’ ‘ 
moulded ° 
sole leather Immediate 
braided san- 
dals, tan 


Delivery on 
Moulded Sole Sandals 


In stock, prior to the in- 
f * : J Czecho Slovakian Sandal, punched vamp, attractive 
crease in tariff, Biarritz perforations. Cuban heel, sole interlaced to upper. 
rim. Sizes Tan and green, tan and blue, tan and brown. 

to 2. Pere. f4hdda 7,’ ) : $1.60 net. 
81.35 net. are eri Sandals are priced very All white, white and black, white and beige 
in all white, sizes ° ° - C wide, 3 to 7 and 3 to 8 81.75 net. 
8 to 2, $1.50 net. low for immediate selling. — in —— tan and brown, white and red, 

white anc ylue 

Sizes 6 to 12%, low heel, D wide. $1.25 net. 


Feature Biarritz Sandals 
for July and August, the 





biggest selling sandal 
months of the year. 





Women’s moulded sole, all tan, tan 
with brown, tan with green, white 
with green, white with blue. 
$2.00 net. 
All white, white with black. 
$2.25 net. 
C wide, 3 to 8 * 





Men's moulded sole woven leather oxford, tan with 
D 


BIARRITZ SANDALS, INC, eiv#288 shies 


33 West 27th Street, New York City ORDER Now! 


ORETAILAT § 
The fastest sellers that ever went into a shoe store 
BRITISH CREPE SOLE SANDALS 


and abuse, Pure Crepe Rubber Sole, made from genuine plantation crepe. 
Patented insole to insure coolness, Uppers made of genuine dark tan leather. 
NOW PRICED 70c. Net F.O.B. N. Y. 


The low price on this shoe is possible only 


because it was in-stock prior to the 20% 
Tariff increase and priced accordingly to Wire Or 


net you additional profits. Write 
BIARRITZ SANDALS, INC. Your Orders 
33 West 27th St. New York 
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WHERE TO BUY, 
Work Shoes 





ee ote 
woRF. 
SHOES 
IN STOCK : 
IF its built by Bass ~ 
> /ts buill for Service 





Free Style Booklet on Request 


(eLBASS Econo WILTON, MAIN 
B wx B 
Goodwill Shoes 


‘For Hard Service and LongWear" 





SALES OFFICE 
Lincoln Street, Boston, Mass. 


WB work and Service Shoes In Stock [i 
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WHERE TO BUY 


Shoe Ornaments 





SHOE 
ORNAMENTS 
OF EVERY 
DESCRIPTION 
THE 


REYNOLDS <@] (> COMPANY 


7 Eddy Street 
Providence, Rhode Island 
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WHERE TO BUY 
Modern Display Fixtures 


lat i i ei i ie 


Personalized Service 


Solid Genuine Bronze 
Frame; Better grade 
mirror cushioned in tive 
rubber; undersiung brenze 
legs; back—Mother of 
Pear! patterns in varied 


colors. 

Price $14.50 
Permanent Display 

Los Angeles 
Display es in glase, 
carved glass, wrought iron, 
bronze, Chrome steel chairs 
ond stools — floor 


mirrors. 





METAL ARTCRAFT 
FIXTURE CO., Inc. 











418 W. 41 St. NEW YORE v4 


ASE No. 7—From a shoe merchant 

in the Northwest, in a town of 
about 2000, comes the following ques- 
tions dealing with clearance sales and 
season’s openings: 

“There are several perplexing prob- 
lems that confront a dealer in a small 
town that dealers in larger cities do 
not have. One of these is the clearing 
up of odds and ends in low shoes and 
odd lots of shoes that are left over 
after a clearing sale. Our clearance sale 
began last year, and we cut prices 
very low on broken lots qnd closed out 
a number of them. But every store did 
the same, and we have a few pairs of 
each lot left. What can we do with 
them? 

“I believe that August is the best 
and the proper time to have a clearance 
sale, but our department stores are 
always rushing things and generally 
include their shoes in a cut price sale 
of coats and dry goods. So that, if we 
wait until August, they will have sold 
the goods we ought to sell. Besides, 
they have sales all the time and always 
specialize on some kind of shoes to 
round up all bargain hunters. If we 
would all wait until a proper time, a 
lot of seasonable footwear that is sold 
at a cut price would be sold at a profit. 

“IT would also like to know how to 
advertise an opening sale and what 
inducements to offer. Generally, when 
we have opening sales, we have made 
a reduction on goods to induce people 
to buy. I do not care very much for 
this method as we lose a good share 
of our profit by it.” 

The problem of clearance sales in 
towns of 2,000 is naturally different 
than in the larger cities, but after all 
it is part and parcel of the same fabric 
of the subject of sales in general, 
whether they be so-called legitimate 
sales or as is more often the case the 
tendency to resort to pressure mer- 
chandising to give volume artificial 
respiration. While the number is com- 
paratively few, yet there are shoe 
stores which have never had a sale, 
never reduced a price and yet have 
operated profitably. 

The policy of starting sales in mid- 
June is wrong at the outset. June has 
come to be one of the best retail months 
of the year, and a mid-June starting 
sale. in most cases is just a greedy 
desire to beat the other fellow to it. 
Concerning the handful of leftovers 
which almost always result after the 
ordinary type of sale, it would be far 
better in the average case if these were 
sold out in a lump and thus removed 
completely from the store’s shelves and 
merchandising plan. 


We do not agree that August is a 
good month for sales. Trade practice 
has always fixed January and July as 
the two sale months, and as a matter 
of general experience the month of 
August is more and more getting to 
be an early fall month. In fact the 
distinguishing line between the four 
seasons has for year’s been rapidly 
disappearing. The crux of your entire 
letter is right in the sentence about all 
getting together and agreeing to a 
definite time for clearance sales, and 
more important to “stay agreed’ when 
the decision is reached. Some commu- 
nities have this cooperation developed 
to a most effective point, but in others, 
and unfortunately the majority, co- 
operation is still that intangible fine 
thing to talk about, but not to practice. 


As to starting an opening of new 
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merchandise with a 10% price redy. 
tion that again is a folly establisheg 
by habit which has nothing to defen 
it. New merchandise freshly arrived 
should be the most desirable in the 
store, and as such command the fy] 
regular price. With the almost unip. 
terrupted arrival of new merchandise 
in shoe stores in particular and 4] 
stores in general, every month is open. 
ing month. The day of the two-a-yeay 
or the four-a-year definite openings 
have lost their punch. 

There are two thoughts in regard to 
sale merchandise which are working 
well in many shoe stores. One is to 
have an “end of the month” sale every 
month, when for a four day period the 
short lines and undesirables are put on 
display for the benefit of those who 
think that price determines value. An. 
other thought is that in contrast to the 
almost universally adopted practice of 
odd-cent pricing, there can be such 
things as dignified sales prices, namely 
at $3.00, $5.00 or $7.00, in which the 
merchandise which the store desires to 
clean out for a stock keeping puryjoses 
can be listed as these dignified prices 
in these groups. Almost everyone ac- 
cepts the theory that the “.98” price 
seems to indicate close pricing and 
sharp figuring, but there is mighty lit- 
tle evidence to support the statement 
after all. 

When a store desires to clean out 
merchandise at lower prices, there is 
no reason why it should not tell the 
public why this particular merchandise 
is being closed out and at the same time 
be enthusiastically dignified about the 
process without the usual hurrah of 
trying to make the people believe that 
the store can continuously sell for less 
than cost. 


See Good Fall Business 
in Prospect 


St. Louis, Mo. (UTPS)—Although 
the trade of the St. Louis manufac- 
turers is quiet and shows a decline as 
compared to the same period a year 
ago, manufacturers are optimistic in 
regard to sales for the summer and 
fall. The spring season was below 
normal for most concerns. Trade at 
present is considerably quiet as the 
industry is “between seasons.” 

Manufacturers are at present oc- 
cupied in planning their fall styles. 
There will not be much change in the 
fall patterns, although the narrow toe 
and longer last will be given a greater 
percentage of the output than in pre- 
vious years. 

Fall colors favor the darker shades 
of black and brown, with the former 
averaging from 50 to 75 per cent and 
the latter from 25 to 35 per cent. 





WHERE TO BUY 


Store Fixtures 





THOUSANDS ‘ 


ef Leading Shoe Dealers Fit their custom- 
~~ = Quickly, Accurately and Simply § 
the 


BRANNOCK DEVICE 


Free Trial—Write Today 
321 8. Salina Street SYRACUSE, N. Y. 


— 
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nd all aah RECORDER The Recorder Stock and Daily Sales Record Helps 
oman | 2S) eee | You Do Just That! 
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wot o- HORM Black “If a $5 Gold Piece Falls Thru 
fist SAVARD +yT and SHOE . Cloth a Crack in the Floor”—is the 
every age : i ORDER Binder— title of our instruction brochure 
iod the aoe Bo REC > CALFS red imitation for keeping stock records:— 
Put on BE) § STOCK »’ DAIL SALE. leather back 
, who oa RECORD i on exam Supplied with each order for 
t ‘the Hl: \\ gold lettering the Stock Record System. 
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‘ - ~*~ 2 = ce Shoes on hand, on order, due, returns, 
mm , “ =i transfers in or out from branch 

' es ; stores— 

n out , isi ’ SSPE” i 
re is eres | FOR GROUP OWNED STORES 
Mt Pa eS eer lel alate lil gd —the Stock Record System used in 
time ofall pees | } conjunction with the MASTER 
t the JP" .<cn dll n Sella eis _—_—— | STOCK SHEET and the central office 
ih of i Pe re ‘i CONTROL FORM, also a COMPARI- 


the pie see aes a pores _ wasn 4 wma Te | * 
be psn °c =e en SON FORM for sales of total pairs 
jst t tt eee by seasons and years, gives the mer- 
chant-owner complete stock control 
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tm “ae STOCK RECORD JUN | |} | 50 Sheets—$3.00 
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TTI ; ae aes Canada and Foreign, $9.50 


Above, not including 
CARTON TICKETS, $6.00 
bee of Pe, _* 
‘ J — Canada and Foreign, $7.00 
(New Revised Fifth Edition) Postage Prepald—Check with order, please 


De Luxe Flexible Binder with gold embossed name 


shield— illustrated above at top—supplied in place Shoe Carton Tickets 


of Black Cloth Binder at $1.25 extra. 50c. per 100; $1.50 for 500; $2.50 fer 1000. 
Clips supplied when quantity ordered is 500 or mere. 
Postage prepaid—check with order, please. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
189 WEST MADISON STREET CHICAGO, ILLINOIS 
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THIS MAY BE 
YOUR OPPORTUNITY - 
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SALESMEN WANTED 


SALESMEN WANTED 





SALESMEN WANTED 


— 








New York, N. Y. 


An Extremely Attractive Line 


of women’s high grade McKay ‘“‘ARCH” line, $4.00 and $5.00 retailer, now open to sales- 
men with established trade only. Several choice territories open especially in the North, 
Middle and South WEST. One grip of shoes. Can be carried with non-conflicting line. 
Commission 6% payable by-monthly. Only those who are enthusiastically interested need 
apply. Address B-S90, care Boot and Shoe Recorder, 239 West 39th St., 








SALESMEN WANTED 


for ‘‘Red Schoolhouse’’ children’s and 
misses’ shoes. New line of popular priced 
Goodyear Welts with many distinctive 
and exclusive features produced by our 
patented construction. 


Prefer men with established trade and 
located in their territories. No objec- 
tion to non-conflicting line in some of 
the territories. 


Splendid opportunity for capable, trust- 
worthy salesmen. 


Write, giving age, experience, present 
connection and territory covering. Address 


WAUSAU SHOE MFG. CO. 
WAUSAU, WIS. 





Salesman Wanted 


For Texas, or Texas and Oklahoma, live 
wire Shoe Salesman with established 
accounts to carry as side line on highest 
commission basis, our fast selling line 
of attractively priced Juvenile Shoes, 
consisting of Moccasins and Soft Soles, 
Flexible Turns sizes 1/5, Lightweight 
Stitchdowns sizes 1/5 and 5%/8, also 
medium weight Stitchdowns sizes 214/6, 
approximately 65 samples packed in one 
compact grip. All Numbers’ Stocked. 
Greatest money maker on the road for 
hustler, willing to devote proper time 
to same. 


Wilmar Shoe Co., Inc. 
Manufacturers 
ROCHESTER, N. Y. 


Detroit 
Chicago 
Alabama and Mississippi 
Louisiana 

West Virginia 
The above territories are open. If 
you have the trade, we have an 
outstanding line of women’s nov 
elty shoes to retail at $2.98 d 
$3.98. Write giving complete 
tails of your experience. 


— 


(SLEEP RER 
WHE LIVE. \ 


138 Duane St, N. Y. City 








SALESMEN 


Some good territory available for a 
salesmen to carry line of House Sli; 
(soft and hard soles) commission | 
Weekly settlements. Prominent y 
York Manufacturer. Give full informa 
tion in first letter including referen «s 


Vincent Horwitz Company, Inc. 
64 West 23rd Street, N. Y. City 




















MEN’S SHOES 
$4.00 Retail 


Having adopted a short $4.00 retail line, 
we are prepared to offer this line in 
territories not at present covered. The 
line consists of six samples of quality 
shoes, carried in stock. Can be carried 
as a side line by salesmen calling on 
shoe trade. Commission basis only. Fol- 
lowing states open: North and South 
Carolina, Georgia, Florida-Alabama- 
Tennessee-Mississippi. Only experienced 
men need apply. Give experience and 
references with application. 


E. B. PIEKENBROCK & SONS COMPANY 
Dubuque, lowa 





LIVE WIRE 
SALESMEN 


For fast selling Western novelty line of 
women’s McKays retailing from $3 to 
$6. Carried in stock in widths. Liberal 
commission arrangement. Weekly ad- 
vance against orders. 

Territories open: 

Indiana, Ohio, Kentucky, Iowa, 
Minnesota, Dakotas. 

Send full particulars with references. 
Applications treated confidentially. Ad- 
dress B-897, care Boot and Shoe 
Recorder, 209 So. State St., Chi- 
cago, Illinois. 














SALESMAN WANTED New England terri- 
tories, men’s and boys’ work and semi-dress 
comprising strong complete line of attractive 
high grade lace boots. iberal commissions and 
bonus for volume. Address B-879, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


ALESMEN WANTED, liberal commis- 

sions, high grade popular priced children’s, 
misses’, growing girls’ welts, in-stock. Open 
territories East and South, give references and 
territory desired. Address B-880, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


A MANUFACTURER of medium and high 
grade stitchdown shoes has openings for 
several full time and side line salesn i 
states of West Virginia, Tennessee an 
tucky and others. Address B-882, car 

4 _ Recorder, 239 West 39th Stree 

ork, a 


ANTED —SALESMEN with. established 
territory to carry as sideline on commissior 
basis, full line ladies’, men’s, children’s house 
and boudoir slippers. Liberal commission 
L. Salenfriend & Co., 686 Broadway, New York 








WANTED, man to carry as si line 

HAWKES INFANTS SHOES, manufac 
tured for thirty years; 10% commission. Here 
is your opportunity to take care of y« gas, 
tire and hotel bills without detracting in the 
least from your efforts on your main line Only 
best need apply. C. H. HAWKES & SON, 
Rochester, N. Y. 





WANTED—Salesman established in S 
territory to carry as side line hig 
Turned Boudoir Slippers for reputable 
facturing establishment. Excellent opp 
for right man. Write full particulars 
fidence. Address B-896, care Boot & S! 
corder, 239 West 39th Street, New York, > 





be counted. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
num charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge $1.25. When 
a box number is desired twelve words should be added for the address. In all other cases each word of the address should 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
SF Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™* 
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—GALESMEN WANTED 


FOR SALE 








’ ——— 





IDE LINE SALESMEN wanted who can 
devote a_small part of their time to SELF 
STARTERS, a practical creeping and first 
king shoe for Infants. Full of merit and 
sold. The shoe that stays sold and re- 
pats regularly. Short line. Good commissions. 
f 








re carrying a high grade line of larger 
you finain line write for details. CARPEN- 
TER SHOE CO., Rochester, N. Y 











ne - 
ALESMEN calling on Department and Shoe 
5 stores to carry side line of high grade mule 
trimmings. Commission, all territories open. 
Address B-887, care Boot & Shoe . ae 


239 West 39th Street, New York, N. Y. 










OLDEST established high grade family shoe 

store, 35 years same location. Now housed 
in 6 year old modern store. Largest business 
in town. Special inducement to right party. 
Owner recently deceased. ARTHUR J. 
guy« ESTATE, 120-122 State St., Ithaca, 





MACHINERY FOR SALE—One_ United 

Shoe Machine Corp. power marking ma- 
chine Model A. Four whee!s of figures and six 
of letters. Less than two years old and in use 
now. Price $210. Address B-888, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








—— . 
ALESMEN wanted to carry a complete line 
Sr spats and shoe ornaments as a sideline. 
Manolis Manufacturing Co., 4248 No. Craw- 
ford Ave., Chicago, Ill. 

—_—_ . . , 
HOE SALESMAN to carry line of ladies 
Sell fashioned hosiery for retail shoe store 
trade. Attractive proposition will be made to 
desirable man. State territory now covered. 
Exclusive selling rights will be granted. Ad- 
dress B-894, care Boot & Shoe Recorder, 239 
West 3°th Street, New York, N. Y. 























ALESMAN to carry outstanding line of 

Ladies’ McKays to retail trade. Direct 
from wianufacturer. Prices $1.40 to $1.90. 
Patterns sell on sight. Address B-898, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 

ALESMEN to sell in stock line of McKay 

novelties. Commissions paid weekly. State 
References in application. Address B-899, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. . 

Ss. ZULICK & CO., ORWIGSBURG, PA., 
J. have several choice territories open for men 
with established trade needing a side line of 
Children’s shoes. Compo and Puritan Welts 
in stock. Commission only. Apply only if you 
an furnish reference from house for whom 
now working. 































POSITION WANTED 











SHOE Store Chairs, 35 veneered, good con- 
dition in sections of 4 and 5. Samuel 
Cohen, 32 Main St., Hempstead, N. Y., phone 
Hempstead 260. 









TILTS ATANY ANGLE 





$2.75 Half Gross 


Guaranteed to give 100% 
Satisfaction 


M. D. POLLINGER CO. 
216 Holland Bidg. St. Louis, Mo. 





BUSINESS OPPORTUNITY 








100% LOCATION 
IN PHILADELPHIA 
FOR SHOE SALON 


A mezzanine balcony in women’s ap- 
parel shop on the right side of Chestnut 
Street at Thirteenth is available for 
lease for a high style women’s shoe line 
in a price range from $10.00 to $16.50. 
Rental arrangements attractive. Clien- 
tele established. For details address. 
B-8S92, care Boot and Shoe Re- 
corder, 1201 Chestnut Street, 
Philadelphia. 














WANTED TO PURCHASE 











Manager and Buyer 
of department store shoe depart- 
ment doing $100,000, seeks broader 
field. Married, 37; 20 years’ experi- 
ence in buying men’s, women’s, 
children’s shoes. Address 8-893, 
care Boot and Shoe Recorder, 239 
W. 39th St., New York, N. Y. 



































GHOE MAN, age 29, with 10 years’ experi- 
ence in women’s shoes, 4 years as_ store 
manager, also window trimming experience, 
have initiative ability, can furnish excellert 
references, desires position as store or depart- 
ment manager, willing to go anywhere, address 
HERBERT BLEIBERG, 2283 Clairmount, 
Detroit, Mich. 


POSITION WANTED — EXPERT SHOE 
SALESMAN AND FITTER wishes posi- 
tion. Highly competent man with thorough 
experience in retail shoe selling. Nine years 
with one concern. Conscientious, reliable and 
willing to go anywhere in U. S. Highly recom- 
mended. Address B-891, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


VAILABLE after September 15th, young 

married man with sixteen years’ experience, 
retailing quality shoe; last eight years as’ buyer 
and manager. A position where personal efforts 
will assure a future is the object. Address 
B-889. care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 







lission 
w York 













line 
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Here 























LINE WANTED 


ANTED for North Carolina line of popu- 

lar price Women’s Novelties or Men’s 
popular price shoes. Have traveled this terri- 
tory four years calling on the best accounts. 
Address B-874, care Boot & Shoe Recorder, 
239 West 39th Street. New York. N. Y. 


ANTED for New York City and vicinity 

women’s line of welts to retail for $5 and 
$6. Ten years’ experience, best references. 
Address B-895. care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 
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If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 

KIRSCH-BLACHER CO., INC. 


624 Broadway New York 
Phene Spring 1442 








We are open te 


BUY FOR CASH 
retaf! stecks of SHOES—GENERAL MER- 
CHANDISE — Unoxpired lenses = assumed 


POSTER @ DEUTSCH 
486 Grand &t., New York City 
Phone Dry Dock 0852 








We will pay the best price for 
your surplus or entire stocks of shoes, 


general merchandise or department 
stores. Leases assumed. 
Phone - Write . Call 


All matters strictly confidential. 


A. SIMON CO. 
101 Reade St., New York City 


Phone Worth 5922 Est. 1880 

















BUSINESS OPPORTUNITY 


YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any- 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Address Stephenson Labora- 
tory, 21 Back Bay, Boston, Mass. 
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Window Decoration 
and maker of 
Artistic Price Tickets 
Latest in Imported and Domestic 
Paper, etc., in Season. 
Samples mailed free on request. 
EMIL RUBLACK 
140-142 West Broadway 
Batablished 1903 New York 











POMPOMS AND ORNAMENTS FOR 
SOFT SOLE SLIPPERS 
The right merchandiee at the right price. 


Samples sent on . . 
By-enane SLIPPER SUPPLY OO. 


readway New York Of 















‘4 Milbradt 
| Rolling Step Ladders 


Enable you to reach your 


-| highest shelves conveni- 
ently. 
They last a lifetime 
and 
Are made in any style, 
shape or size to fit any 


kind of shelving. 
Write for general catalog 


and let us suggest the 
best ladder for your use. 
Milbradt 


Manufacturing Co. 
Established 1895 
2416 No. 10th Street 





















‘——VINDOW 
DISPLAY FIXTURES | 
Anade by 


SEGALLE SONS | 


933 ARCH ST. 
PHILADELPHIA, PA. 


ARE BUSINESS GETTERS 
SEND FOR CATALOG, 




























Ladies’ 


- A. W. GREELEY 





a 


Greeley’s House Slippers 


Black Vici 
Strap Slipper, Quilted Sock, 
Sewed, Turned, Leather Sole. 
Right and Left Last. 
Whole Rubber Heel. 
12 pr. lots; $1.35; 
36 pr. cases, $1.30 
per pair. 





12 Duncan St., Haverhill, Mass. 














Kid 1 







Lexicon. 






Stocked. 

















MERCHANTS’ NEEDS _ 





New Edition 
Shoe and Leather Lexicon 


We are ready to take orders for at once de. 
livery of the new and revised Shoe and Leather 
This handy book of the trade is in its 
sixth edition, over 100,000 copies now in use. 
Price 50 cents. 


Boot and Shoe Recorder 
239 West 39th St. 





New York, N. Y, 



































This Complete Set 
No. 563-C.G. 


$66.23 


Consists of 31 pieces 
Cembination 


Glass and Metal 
Write for Catalog 27 
showing large line. 

Send for Samples 
Window Fabrics 
and Valances 
Everything in Fix- 


tures 





ESTABLISHIO 1 


LABELS 


| SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 


FRANK C. MEYER’ CO.w “| 
Cygel Cantons g -aatsy OND 
23-271 LEXINCTON AVE , BRODKLYN.NY 
AMERICA'S CREATEST 
SHOE CARTON & LABEL MFCS 





Changes in Pay Systems 


NEw YorRK — Several leading shoe 
stores have made a change in the salary 
systems of their sales forces, with the 
idea of stimulating the efforts of em- 
ployees. 

A great many different methods are 
in operation in New York stores, vary- 
ing from straight commission with 
drawing account, to straight salary re- 
gardless of sales, with strong advocates 
of both systems. Some stores pay $3 
a day, plus a commission of 3 per cent 
to 10 per cent on all sales—others pay 
$35 drawing account against straight 
5 per cent commission—others pay $7 














STEEL ADVERTISING 
COMMODITIES for 
GOOD WILL 
CREATING 
Butten Hooks 
Beot Hooks 
Shee Herne 
Put Back (seap- 
stone) Shekere 
Windew Reachers 
Maple tense = Window Hooks i Guat 
J. L. SOMMER MFG. CO. % 
NEWARK NEW JERSEY 
LARGEST MANUFACTURERS IN THE WORLD 








daily plus extras, and still others pay 
$40 weekly plus 2 per cent commission 
on the shoes sold. Some specialty shops 
pay as high as $50 straight salary plus 
extras, while others are paying $25 
with 5 per cent or 6 per cent commis- 
sion paid quarterly or every six months. 

One leading .chain has_ recently 
changed its method of remuneration 
from a commission basis to a substan- 
tial drawing account plus commission, 
and reports increased enthusiasm 
among its salesmen. 

Now the G. R. Kinney Co. announces 
a change in its established policy of 
paying sales people. Where formerly 
salesmen were paid on a salary basis, 
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Everything for Your Windows 
Futuristic Displays and 

Artificial Fi _ "ae 

cla lowers, ases, nadow 
Paintings, Settings, Scenes, Veleur Papers, 
Paper Borders, Robbon Borders, Decorativy 
Papers, Puffing, Fells, Fiitters, Valences, Drap. 
ing Material, Grass Mats. fer Faney 
Paper Booklet. Price Tickets. 
DAVE’S DISPLAY DECORATIONS 
118 West Broadway, New York 


Fixtures, 











57 N=) 


The DISTINCTIVE and 


PERMANENT MARK 


F.H.KLUGE 
WEAVING CO, 


33-39 W 34THST. N.Y.C. 
PnNone WISCONSIN 8130 





the salary has now been reduced, with 
an additional offer of commission on a 
sales quota basis, making it possible for 
many clerks to earn more than they 
could have under the former system. 





Phillips Moves Seattle Head- 
quarters 


_SEATTLE, WASH.—J. D. Phillips, Inc., 
pioneer Seattle retail shoe store, has 
announced the removal of its Seattle 
headquarters, which for the past 
twenty years have been located at 1308 
Second Avenue, to a splendid new store 
at 1527 Third Avenue, in the new 
Shopping Tower. A ten-year lease has 
been signed on the new premises, call- 
ing for a total rental aggregating a 
minimum of $108,000 with provisions 
for a percentage of the gross business 
of the lessee. 

This will become the company’s main 
store, according to H. C. Phillips, Jr., 
proprietor. It will be completely 
equipped with handsome fixtures of the 
most modern type. 
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CONNECTICUT — Stanford — H. Friedman ; 
boots, shoes, etc.; suce ded by Annie Friedman. 
ILLINOIS—Canton—Driesen Clo. Co.; boots, 
shoes, etc. ; advertising to sell out June 20. 
icago—Gelvin & Black (209 S. State St.) ; 

hoots, shoes, ete. ; advertising to sell out June 24, 
10WA—Dubuque—Jacob Kolb; boots, shoes, 
ete.; recently commenced business. 
Nevada—Otto H. Miller; boots, shoes, etc. ; 
recently commenced business. 

KENT UCKY — Harrodsburg — Harvey Black 
(Black’s} ; boots, shoes, etc.; recently commenced 


iness 
MASS \CHUSETTS — Boston—C & J Shoe 
Store; boots and shoes; business certificate filed 
by Chas. Basmajian. 

Columbia Shoe Co., Inc.; manufacturers; re- 
cently incorporated. 

Framingham—Warren E. Henderson; 
and shoes; recently commenced business. 
Lynn—-Appolo Shoe Co.; manufacturers ; filed 
$46,000 issue of preferred stock. . 
Lynn Shoe Market; boots and shoes; business 
certificate filed by Harry Rubin. 

Made-Well Shoe Co.; manufacturers; filed 
jssue of $4,000 shares of common stock. 
Worcesier—The Barton Shoe Co., Inc.; manu- 
facturers; filed issue of 100 shares of common 


oetgS0 URI—St. Louis—United Shoe Stores, 
| ee Cherokee St.) ; boots and shoes; inc. 


boots 


orized capital $25,000. 


‘ 


ALABAMA—Camp Hill—Fargason & Land; 
boots, shoes; reported petition in bankruptcy. 
CALIFORNIA—San Pedro—Charles Deutch; 
boots, shoes, etc.; extension granted. 
Watts—A. Greenspan; boots, shoes, etc.; re- 
ported assigned. me 
CONNECTICUT — Collinsville — Perlstein’s 
’t. Store; boots, shoes, etc; reported assigned. 
ford—Harry H. Cohen (Specialty Shoe 
shop); boots and shoes; reported offering to 
compromise at 20 per cent. 
ILLINOIS—Chicago—George Easton (1154 W. 
6#th St.); boots, shoes, etc.; reported petition 


in bankruptcy. 

Joseph Hoffman (767 S. State St.); boots, 
shoes, etc.; reported assigned. 

MASSACHUSETTS — Framingham— W. _ H. 
Harding: boots and shoes; reported assigned. 

New Bedford—I. B. Rothschild (Boston Shoe 
Store); boots and shoes; reported offering to 
compromise at 20 per cent. 

Salem—Donn D. Sargent Co., Inc.; manufac- 
turers; reported assigned. y 

Worcester (branches in Hartford, Meridian 
and New Britain, Conn., also Fitchburg, Mass.) ; 
boots and shoes; reported offering to compromise 
at 25 per cent. 

MISSISSIPPI — Yazoo City—Faines Store; 
boots, shoes, etc.; reported offering to com- 
promise at 25 per cent. 

MISSOURI—Kansas City—A. Boushahla (219 
E. llth St.) ; boots and shoes; reported petition 
in bankruptcy. 

NEW JERSEY — Newark — Benjamin Weiss 
(“W B Men’s Shop’); boots, shoes, etc.; re- 
ported petition in bankruptcy. 


iB UsSINESS 
BoA ROMETER 









Business Changes 


NEW YORK—Buffalo—Hertel Shoe Co. ; boots 
and shoes; inc. authorized capital $20,000. 

Brooklyn—Harry &. Scher; boots and shoes; 
reported selling or sold out. 

New York City—L. Livingston Shoe Shop, 
Inc.; boots and shoes; incorporated. 

Paragon Slipper Co., Inc.; boots and shoes; 
ine. authorized capital $50,000. ‘ 

Ruby Shoe Stores, Inc.; boots and shoes; inc. 
authorized capital $5,000. 

New Rochelle — Slipper Shoppe, 
and shoes; incorporated. 

PENNSYLVANIA — Philadelphia — Joseph M. 
Schwartz (2488 and 2311 N. Front St.) ; boots 
and shoes; certificate filed to trade as Self 
Service Shoe Stores at 2311 N. Front Street. 

SOUTH CAROLINA—Sumter—Economy Shoe 
Store; boots and shoes; inc. authorized capital 
$1,000. 

SOUTH DAKOTA—Gettysburg—Harvison & 
Eliason (‘Gettysburg Shoe Store”); boots and 
shoes; partnership dissolved; succeeded by E. G. 
Harvison. 

WISCONSIN—Black River Falls—Card-Vieth 
Soller Co.; boots, shoes, etc.; succeeded by 
Vieth-Moe Co. 

Jefferson—Theo. Strese; boots, shoes, etc.; re- 
ported sold out to Stanley Klajbor. 

Sparta—Card-Vieth Co., Inc.; boots and shoes ; 
W. W. Card retired; name changed to Vieth 
Co., Ine. 


Inc.; boots 


H —————XXX_ 


Failures, Embarrassments, Etc. 


Union City — Morris Kleinberg — boots and 
shoes; reported petition in bankruptcy. 

NEW YORK—Brooklyn—Equitable Shoe Co., 
Inc. (325 Gold St.); manufacturers; reported 
petition in bankruptcy; reported receiver ap- 
pointed. 

Joseph Moritz (3011 Mermaid Ave.) ; boots, 
shoes, etc.; reported called meeting of creditors. 

Buffalo—John Turski (Parks Self Service Shoe 
Store (Main Shoe Repair Co.) ; boots and shoes; 
reported assigned, 

Troy—Louis Adoff; boots, shoes, etc.; reported 
petition in bankruptcy. 

NORTH CAROLINA — Mt. Airy — Harmon’s ; 
boots, shoes, etc.; reported receiver appointed. 

OKLAHOMA—Hobart—Scheurer Bros., Inc. ; 
boots, shoes, ete.; reported petition in bank- 
ruptcy. 

Maud (also Oklahoma City)—Palace Bargain 
Store; boots, shoes, etc.; reported petition in 
bankruptcy. 

PENNSYLVANIA—Hazleton—Samuel] Rosen; 
boots, shoes, etc.; deceased and estate offering 
to compromies at 25 per cent. 

Lewiston—Herman Levine; boots, shoes, etc.; 
reported petition in bankruptcy. 

edia—I. Kashinsky (26 W. State St.); boots 
and shoes; reported called meeting of creditors. 

Philadelphia—Cohen Retail Shoes & Hosiery 
(Reuben Cohen) (1828 S. Second St.); boots, 
shoes, etc.; reported petition in bankruptcy. 

Republic—Meyer Pear] (‘‘Pearl’s’’); boots, 
shoes, etc.; reported petition in bankruptcy. 

SOUTH CAROLINA — Florence —C. Insel; 
boots, shoes, etc. ; reported offering to compromise 
at 25 per cent. 








New Shoe Dealers 


Wis.—Francisco Boot Shop, Hoard 
Halstead, Minn.—Oscar Ohnstad. 
—_. Tex.—Reed Shoe Stores, 610 Congress 
ve, 

Giddings, Tex.—Max Sandgarten. 

River Rouge, Mich.—Lynn’s, 10523 W. Jeffer- 
son Ave. 

Jasper, Ind.—Rochester Bargain House (soon). 
Slade, Ky.— Hubert Sparks. 

Mercedes, Tex.—Star Dry Goods Store, Inc. 
New York; N. ¥Y.—Sophine Slipper Co., Inc. 
New Rochelle, N. Y.—The Slipper Shoppe, Inc. 
Sumter, S. C.—Economy Shoe Store. 
Darlington, S. C.—Rogers Dry Goods, Inc. 

m, Mass.—Sally Shoe Shop, Ine., 59 

Temple Place. 


Waupun, 
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Christiansburg, Va.—W. H. Long. 

Patchogue, L. I—J. C. Penney Co., 47 S. 
Ocean Ave. 

Murray, Utah—J. C. Penney Co. (soon). 
— Island, Ill—J. J. Newberry Co., 1721 2nd 

ve, 

South Boston, Va.—J. J. Newberry Co. 

North Attleboro, Mass.—J. J. Newberry Co., 
39-43 Washington St. (soon). 

Wilson, N. C.—Elfird’s. 

Kearney, Neb.—Gilden Rule Store. 

New York, N. Y.—Magic Sole Gripper Corp., 
Kings. 

Rutherford, N. C.—Closcoe & Simpson. 

Lynchburg, Tenn.—Curtis Raby. 

Central, Ind.—Ray Miller. 

Dandridge, Tenn.—J. B. Hill & Co. 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 





Gettysburg, S. D.—E. G. Harvison. 
Martins Ferry, Ohio—The Star Store. 
Denison, Iowa—D. E. Geffen, Menagh Bldg. 
Burkesville, Ky.—Damon’s Department Store. 
Dubuque, lowa—Jacob Colb, 12th and Main. 
Winfield, La.—Grand Leader Store (soon). 
Nevada, Ilowa—Otto H. Miller. 
Kankakee, [1].—Mindel Dry Goods Co., 
Main St. 
New York, N. Y.—Normal Shoe Co., Inc. 
Philadelphia, Pa.—President Shoe Repair Co. 
Inglewood, Cal.—The Henry Co., 139-41 S. 
Market St. 
Philadelphia, 
228 S. 60th St. 
+ Pa.—The Bargain Store, 1906 S. 
t t 


797 


Pa.—New York Bargain Store, 


‘ ° 

Brooklet, Ga.—Hagen & Denmark. 

New York, N. Y.—Cantor’s Shoe Store, 
Kings Highway. 

Floral Park, N. Y.—D. Moss, Inc. 

New York, N. Y.—Ray-Mile Shoe Co., Inc. 

East St. Louis, [ll--Thom McAn Shoe Co., 
Collinsville Ave. 

Trenton, N. J.—Army & Navy Store, 105 N. 
Broad St. 

Daytona Beach, Fla.—The Boot Shop, Inc. 

Louisville, Ky.—Simon Ades Co. 

Chicago, Ill.—Edwin Clapp & Son Shoe Co., 
24 N. La Salle St. 

Portland, Ore.—Steve Wochus, care Lipman & 


914 


olfe. 

Athens, Tex.—Leader Dry Goods Co. 

Cherokee, Okla.—O. S. Reed & L. B. Hill, 
South Grand Ave. 

Wagoner, Okla.—Wiley Smith. 

Winters Wells, Ariz.—M. L. Kenton. 

Madison, Fla.—Globe Department Store. 

Tahoe, Cal.—Chas. Matthews. 

Olney, Ore.—H. W. Lindhard. 

East Stanwood, Wash.—Yngre & Hansen, Inc. 

Abilene, Kan.—W. P. Cowen. 

Drumright, Okla.—F. Hoffman. 

Wewoka, Okla.—V. M. Butts. 

Santa Barbara, Cal.—H. R. Doughty, 514 N. 
Milpas. 
s Santa Ana, Cal.—Bernard Granz, 506 E. 4th 
St. 

Tustin, Cal.—H. H. Nathan. 

Pontiac, Mich.—Robert Alvin. 

Ishpeming, Mich.—Samuel Lowenstein. 

San Francisco, Cal.—Glen Park Shoe Repair- 
ing, 598 Bosworth. 

Hermiston, Ore.—H. L. Propst. 

Sweet Home, Ore.—B. M. Van Alstein. 

Sedro Woolley, Wash.—Union Mercantile Co. 

Rainier, Ore.—M. Ray. 

Seattle, Wash.—David Poplack, 1109 ist Ave. 

Central Point, Ore.—H. F. Preabt. 


White Shoes Head Demand in 
Des Moines 


Des MOoINEs, Iowa (UTPS)—White 
shoes and then more white shoes, 
equalling if not surpassing the demand 
along this line last summer is the vol- 
ume story of Des Moines shoe mer- 
chants, according to H. H. Morgan, 
manager of the Walk-Over Boot Shop. 
Little difference is apparent in the 
popularity of the styles, one-strap, 
pumps and sports styles being about 
even. 

A situation all local shoe men view 
with surprise is the continued popu- 
larity of black kid shoes, which nor- 
mally have gone out with the advent 
of summer, but which this year have 
practically equalled the whites in de- 
mand. 

Novelty styled shoes, as the per- 
forated types and fancy lacing, have 
proved greatly popular, in the ex- 
perience of Mr. Morgan. Blonde shoes 
had a strong run, but a number of local 
merchants have practically sold out 
their stocks along this line and are now 
concentrating on white. 
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BOOTS AND SHOES Ideal Baby Shoe Co., Danvers, Mass. % 
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the right fitting, for the right price, at Enna Jettick Shoes, Inc., Auburn, N. Y.... , 2 Dave's 
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° Shaft-Pierce Shoe Co., Faribault, Mi: a 
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ACxt Meek 


you will find 
in the 


Boot and Shoe 
‘Recorder 






HE present census indicates a 
steady gain in urban over rural 
population in the United States. The 


lines crossed some time ago and city 
dwellers are rapidly increasing. A 
change of footwear needs is the logical 
outcome if we become a nation of city 
dwellers. The loss of four million peo- 
ple on the farms of the United States 
in the last ten years is significant of 
the footwear needs of the future. The 
story complete in this issue. 

As this is the period of “shoes in the 
making,” we give importance to the 
national trend toward lower heels by 
illustrating types and reasons for their 
development. You must see the new 
Spanish Louis and the Continental heel 
and our study of their place in foot- 
wear next fall. 


AAA 


YES of the shoe trade next week 

will be focused on Boston to see 
what new developments, pointing the 
way for the season ahead, will come out 
of the Boston Shoe and Leather Fair. 
In the issue of July 12 we report the 
important happenings of this major 
event in the industry and interpret 
their significance. If you go to Boston, 
next week’s RECORDER will serve as 
your record of the Fair; if you cannot 
go, the RECORDER will bring you the 
important news. 


AAA 







bob 
sold fashioned 
hig hoy 


” 


INviIsIBLE MIDDLESOLE is the modern method of 
filling shoes. 


Longer wear... an even tread ...and absolute protec- 
tion against moisture, cold or dampness penetrating to 
the inner sole . . . all in one simple operation. 


“Don’t be old fashioned, Big Boy”. . . make lasting 
friends of your customers by filling your shoes with 
Invisible Middlesole. 


Beckwith Manufacturing Co. . . Statler Building . . Boston, Mass. 
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MODERN DULL-TWIST STOCKINGS 
without a SEAN 














An EXAMPLE OF THE FINEST IN 


MODERN DAY HOSIERY—SOCIETY MAID 
NO.340 HAS THE DULL LUSTRE OF PEARLS 


poet = | ACHIEVED BY A GENUINE GRENADINE 


BuildMode ' DULL-TWIST IN THE YARN—EXCEPTIONAL 


[Hosiery Build Inc} 


REG. APPLIED FOR 





ELASTICITY ASSURES CLINGING, SHAPELY 
This mark on every pair certifies that | 


they have met the rigid specifications | 

of quality established by The Hosiery ' ee SRE ee 2e8 
Guild, Inc. . . . Society Maid No. 340 is 
solid silk thruout. The highest type 
imported into this country. The newly 
invented Gusset toe used for the first 
time in this stocking...Picot top...French 
heel...all popular shades and powder 
tints. To retail $1.65. 


SOCIETY MAID HOSIERY COMPANY, INC. 


Mills at Willow Grove. Pa. 


Stockrooms: 354 Fourth Avenue, New York— Santa Fe Building, Dallas, Texas—1014 Farnam Street, Omaha, Nebraska—The Merchandise Mart, Chicago, I! 


NEEDLE KNITTING ASSURES CLEAR, SHEER 
TRANSPARENCY FREE OF ALL RING EF- 


FECTS USUAL IN MOST SHEER HOSIERY. 
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HosigRy AND ACCESSORIES 
SECTION 


Limping Along 
Market Developments of the Month 
On page 93 


Vacation Hose 
And How to Sell Them 
On page 95 


Making Style and Service Yield a Profit 
At the Wolock ©& Bauer Store 
On page 96 


New Things Seen in the Market 
Illustrated by Our Artist 
On page 98 


The Color Trend 
Best Selling Shades 
On page 103 


A Bag for Every Shoe 
(Photographed) 
On page 106 


Looking In on Others 
For New Ideas 
On page 108 


Who’s Who in Hose 
News of the Trade 
On page 110 











[92] 
FOR YOUR QUALITY TRAD} 
DULL 
Genuine 


Grenadine Crepe’ 
Silk Stockings— 


(registration applied ny 


ODAY'S merchandising problem is to sell he 
siery profitably. Price cutting tactics hav 
held sway too long. 


Marquisette Dull Genuine Grenadine Crepe Sil 
Stockings are the answer to the problem. Mer. 













chants who have already stocked Marquisette ar: 
reordering quickly—and often. 


























Marquisette silk stockings attract the smart cus 
tomer — the woman who places style abov 
bargains." 


Trade up with Marquisette—backed up with the 
Mojud plan for the intensive cultivation of you 
market—A tried and proved plan which will bring 
customers into your store and increase your sales 


Four Styles—Each is All Silk Including Reinforcements 
$12.50, $15.00, $22.50, $27.00 per doz. Send for sample: 


Write for samples of Marquisette and copies o' 
"What is a Good Customer Worth?" Addres 
Department B. 


* Lice ns ed under 
Pat. No. 1,759, 561 


License No 





MOCK, JUDSON, VOEHRINGER CO., Inc. 


PIERCE and EIGHTH AVENUES, LONG ISLAND CITY, N. Y. 


New York Sales Office: 385 Fifth Ave. Chicago Branch: The Merchandise Mart 
Factories: Greensboro, N. C., Philadelphia, Pa., Long Island City, N. Y. 
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ESPITE numerous handi- 
caps, chief among them 
being the uncertainty 
oc:asioned by the issuance of the 
so called “grenadine” patent to the 
\Westcoft Hosiery Mills late in 
May, and a lack of anything like a 
uniform merchandising policy, dull 
stockings are making considerable 
headway. The second mentioned 
handicap seems to be more im- 
portant than the first as it has 
clouded the mind of the consumer, 
who is, after all, the court of last 
resort on the question of style 
innovation. 
The situation is somewhat akin 
to that resulting in the garment 
trade when the new silhouette and 


longer skirts were first introduced more than a year 
ago. Confusion and lack of real knowledge slowed up 
consumer acceptance for some time, but after a year of 
experiment more uniformity of style in the manufac- 
ture of garments and a more uniform method cf mer- 
chandising the new styles to the public are now dis- 





Confusion and Misrepresen- 
tation Delay Development 


of Grenadines and Crepes; 
Fall Colors Discussed 


ends first. 








ordinary hosiery tram construction. 
This raises the point of what is 
genuine grenadine. On this peint 
there is still some dispute despite 
efforts among throwsters and the 
Silk Association of America to set 
definite standards. The commonly 
accepted term for grenadine yarn 
is yarn in which the single ends 
or strands of raw silk are first 
twisted about 35 turns to the inch 
in one direction before being put 
together and twisted about 32 turns 
to the inch in the other direction. 
The number of turns is a point 
in dispute as is also the twisting 
of a single strand, some maintain- 
ing that two strands twisted in one 
direction and then combined with 


another two strands twisted in the same direction and 
given a reverse twist produces a four thread grenadine. 
However, strict definition favors the twisting of single 


Crepe yarns as distinguished from grenadine are 
given a much higher twist and when knitted into 


cernible with better volume and 
better profits along the line. This 
history is likely to be repeated in 






hosiery. 
As experiment in the manufacture 






and merchandising of the new, dull 
stockings continues some significant 
trends stand out. More and more 
producers and retailers of hosiery 
are swinging to the idea that for 
sheer stockings selling above $1.50 








a pair, a genuine grenadine con- 
struction is destined soon to hold 
first place and may even displace 





HOSIERY AND ACCESSORIES 


stockings produce a distinctly pebbly surface in con- 


trast to the rather smooth, but dull 
luster surface of grenadine. Real 
crepe hose are also much duller than 
grenadine hose. The method of 
dulling hose by a treatment of acid 
or alum does not involve the use 
of other than the ordinary hosiery 
tram stockings, made of yarn pro- 
duced by putting a number of single 
strands of raw silk together and 
twisting them about 4 to 6 turns an 
inch. The inside out stockings 
which have been abandoned by prac- 















tically all but one well-known 


manufacturer are also con- 
structed of ordinary hosiery 
tram. 

Considerable misrepresenta- 
tion and actual ignorance con- 
cerning grenadine and crepes 
exist in advertising and _ sell- 
ing these hose. The two names are often used inter- 
changeably and each has definite merits that may be 
exploited to the public. It would be better for all con- 
cerned if both grenadine and crepe stockings are mer- 
chandised and advertised for exactly what they are. 


HI handicap arising from the Westcott patent, 
which in general covers the manufacture of grena- 
dine stockings, arises from the opinion of many in the 
trade that the patent can be voided. A few manufac- 
turers have endeavored to secure legal opinion on the 
point and have held meetings concerning it, but much 
secrecy has surrounded these meetings and as we go 
to press no definite action to start legal proceedings has 
heen taken. Several hosiery producers have made 
license agreements with the Westcott concern and are 
others are 
\Vestcott 


So much confusion has arisen over the patent 


making grenadines under license, while 


making grenadine and disregarding the 
patent. 
situation that many merchants have hesitated to stock 
¢renadines and it is an open secret that grenadine stock- 
ings have lost rather than gained in volume recently. 

Crepe, being outside the scope of the patent, have 
developed more rapidly. 

A point that has not been sufficiently stressed in the 
advertising of grenadine or crepe stockings to the 
public is the fact that the high twist varns produce a 
better wearing stocking and one less likely to snag or 
run. Laboratory and actual wearing tests have de- 


veloped this fact. It is upon the point of superior wear, 


in the opinion of some of the smartest people in the 
trade, that a lasting business on these high twist stock- 
ings will be developed, rather than upon their lack of 
luster, which served as a fashion point of introduction. 

Some progress is being made in lining up the manu- 
facturers of ingrain hosiery for a cooperative advertis- 
ing and merchandising campaign designed to stimu- 
late the demand for ingrains. That ingrains, particu- 
larly in the lower gages, have been hurt to some extent 
Grenadines and 


by a dull hose, is an accepted fact. 





crepes 


than ordinary hosiery tr 
and so cut down some of 
difference that has made 
grains so desirable in the pz 


The 
that 


ingrain producers f 


their merchandise is ¢ 


give a sheerer effect 


titled to a bigger place in th 


fashion picture than it now occupies, particularly { 
dress wear and will attempt to stress the appropria 
ness of their merchandise as an accessory for forn 
costumes. 

The possibility of producing ingrain grenadines al 
is the subject of considerable experiment. Sor 
fine samples of three-thread 45-gage ingrain egret 
dines have been produced and probably will be on 1 
market in a few weeks. Experiments with two-thr« 
5l-gage ingrain grenadines are proceeding rapidly, | 
in the main the ingrain manufacturers feel that th 
higgest scope lies in the extremely sheer, shiny hosix 
field. 

While complaints of poor business continue genet 
in the primary market for full-fashioned silk hosie1 
it seems apparent that offerings of distress merchandi 
are becoming less frequent and that prices are showi1 
more stability. Machinery curtailment is still pre 
alent, yet some mills are running close to full tin 
on actual orders. A readjustment of the wage scale 
union shops seems imminent, but this will bring p1 
duction costs in union mills only down to the genet 
level in non-union mills. 


AW 


silk prices dropped still lower during tl 


month of June, but the revised price lists put out 


late in May are understood to have heen based on tl! 
prospect of lower prices for raw material. Incidental] 


the highest grade silk is difficult to obtain, due to tl 


fact that only the highest grade can be used in throw- 


ing grenadine yarns. 
While the dull stockings have almost monopoliz 
the thinking time of the trade recently, there have be« 


a few other developments. Preparations on fall col 


lines are going forward with the idea in mind that 


deep rich browns will be strongly in the hosiery fashic 
picture. 
browns in costumes. 


This is based on the outlook for deep ric! 


Bronzy browns also are being 


considered, to harmonize with the bronzy brown sho- 


leathers and fabrics in the same tone. 
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VAC 






HETHER it’s 


the sea in 


down to 
ships or up 





on the mountains afoot 
—during the next two months 


America goes vacationing and does 
so in better clothes than ever be- 
for the 


fore. Vacationers dress 





occasion and hosiery, particularly 
where women are concerned, is no 
small, unimportant detail of the 
ensemble. 








Time was, not so long 
ago that many people depended 
Little that 
was new was bought especially for the annual recrea- 
Not so in 1930. 


Suggestions of the use of 


upon the vacation to wear out old clothes. 


tion period. 
vacation hose on the part 
of the merchant falls on fertile soil in the mind of the 
consumer assembling her vacation wardrobe, She wel- 
comes: the suggestion. Viewing the vacation activity 
schedule and keying in the proper hosiery, from the 
consumer standpoint, we find something like this: 


GOLF AND TENNIS 


one fits the other. 


[losiery appropriate for 
Suggest either seamless or full 
fashioned hose in suntan skin tones along with wool 
The new dull hose fit in here 
For golf wear with skirts lisle mesh or 


or lisle ankle sox. 
admirably. 
plain or fancy lisles also fit into the picture. 
BOATING 


ing to lounging about on a luxurious yacht. 


And this means everything from canoe- 
Sue- 
gest dull silk or lisle hose in the off white shades to 
be worn with white rubber soled footwear. Ankle 


socks also fit in this picture. 


HOSIERY AND ACCESSORIES 
SECTION 


LION 





HOSE 


HINT NG—Here is an opportunity to suggest the 

wool or silk and wool stocking, the heavier lisle 
With the latter two 
go wool or silk and wool socks. 


or the service weight silk. 
Iexperienced hik- 
ers know the necessity of woolen hose under heavy 
hiking boots or shoes. 


DANCING—Here comes the whole gamut of sheer 
hose, either full or bright. l‘ancy clocks, pastel 


shades—real summer dress-up stockings. 
PRAVEL- 


to and from the vacation place. 


Almost everyone does some traveling 
Hlere is an oppor- 
tunity to suggest your best lines of street hose in 
the new summer colors. Also you have an excel- 
lent argument in the better wearing and snag re- 


sisting qualities of grenadine or crepe hose. 


These suggestions can be worked up in advertising 


and window displays. Incidentally Boor AND Sitor 


RECORDER grants permission to any retail merchant to 
reproduce the illustrations used on these pages. 
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AKING STYLE AND SERVICE 





MISS 


HEERNESS of hose has long been important 
in the sale of this commodity among the finer 
dressers, with color playing a part of spot sell- 

ing, but at Wolock & Bauer, Chicago, not only is sheer- 
ness used but the whole idea of style-selling is so en- 
sembled as to appeal to the woman. This includes 
color, the type of heel, the degree of sheerness, and 
this is chosen to match the type of shoe which will 
be worn with the hose. 

This triune of selling makes, in the opinion of the 
buyer, Miss Betty Lawrence, an unbeatable combina- 
tion. 

While price may be a factor in some stores, and 
often is, it is a secondary condition in the Wolock & 
Bauer salon, according to the selling interpretation of 
Miss Lawrence. She has found that today customers 
recognize style above price, as well as service above 
price, and she attributes the success of the hosiery 
department to the fact that she has always capitalized 
both on the style and service feature in caring for the 
store’s exclusively smart trade. 

Several outstanding factors in this idea of service 
make new points that buyers usually leave to the sales- 
people and hope for the best. Miss Lawrence does 
a lot of personal serving to her trade and realizes that 


Correct Size Type and Color Must 

be Determined by Salesperson Says 

Miss Lawrence at Wolock & Bauer 
Shoe Salon, Chicago 


VvVV 


BETTY LAWRENCE 


fitting is as important in hose as shoes. A customer 
must be given the right size of stocking, and she in- 
sists that the clerks follow this rule. Which means 
for the woman who requires a sight 8—that type of 
hose. The short girl who takes a 27-inch stocking 
must be as comfortably fitted as she who is tall ai 

demands a 34-inch one to find ease, and also the large 
woman who requires a size 11 is as easily and perfectly 
fitted. 
of fine fitting has built up a reputation for “fine {it- 
ting” hose that the salon translates into terms of service. 


Thus, working out the idea along these point 


NOTHER point that Miss Lawrence makes impor- 
A tant is to be able to judge a customer and serve | 
with the type of hose she is interested in, for this do 
create an impression of understanding and _ interest 
in the customer as an individual. Considerine t! 
point from that of style selling, the buyer told the 
writer that she has never found it difficult to get the 
price if she served the customer with the right type 
of stocking as well as the color and style the woma 
liked ! 

When one considers all these factors entering int 
a sale, the first greeting is important—that is the mar- 
new of approach to a customer, for, in the opinion of 
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ELD A PROFIT 


Miss awrence, this may easily clinch the sale or, by 
4 change in manner, spoil the sale! Also, a point that 
is given much consideration in this salon is the per- 
fection. of adjustment. Women may impose upon any 
i store, but at the same time a woman can so quickly 
create ill-feeling toward any concern in her own imme- 
diate circle that adjustments carefully made, and both 
the store and customer given satisfaction, is striven for 
in this establishment, and women like the service, the 
hose, and the fine personal treatment that is accorded 
them. 


lilS shop is unusual in one regard—rarely ever is 

a single pair of hose sold! So thoroughly has the 
idea of style-selling been put over, and so well satisfied 
have the women been with the two pair of hose that 
enabled them to be always freshly footed, that the regu- 
lar and even the casual customers accept the dictum 
of longer wear and better service made with the two- 
pair sale. And, after all, it is not just a matter of price, 
for the idea* of the two-pair is sold whether the hose 
be $1.50 or the $1.95 or $2.95 grade as well as for 
the formal dress hose that may be $5.95. It is putting 
over the idea, and the fact that such a hosiery buying 
plan gives better service, smarter dressing and more 
perfect color matching that a single pair ever could! 
Miss Lawrence has been successful in selling the idea 
of this two-pair as a “style investment.”” New custom- 
ers having heard of this from their friends are eager 
to give it a trial and then broadcast its advantages! 

When the new season’s colors come out, each sales- 
man is provided with a list of the hosiery colors, so 
that he may be familiar with the names. Also, he is 
given a chart so that he knows exactly the tint of 
hosiery—as well as color name—that goes with each 
one of the various leathers or fabrics the store is fea- 
turing. In this way a very large percentage of the 
hose sold in the store is done by the salesman at the 
time he sells the shoes, and also he is a stickler for 
the importance of two pair of hose as a style factor. 
Thus a woman is actually style informed, both by her 
salesman as well as the hosiery buyer as to color and 
tint for each shoes she may purchase. 

Many women are difficult to sell, and not only want 
to see all the stock but also want to see it under 
the various lighting conditions—so far a sunshine 
lamp has not been demanded, but all 
is done under two lamps, daylight and artificial. With 
feet having been featured as a style factor in the per- 
fect ensemble, women are decidedly conscious of them, 


spot-selling 
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i 
the salon ° AUER.-- 
worock ing modiso® 


michige” aiid 


Debutante 
Hosiery 


Perlecty Propertioned 
ber eS 


Suoal wd the TH 


$950 


ieee 


Seas 
Perley 
g:sheeed tes Tenth 


ond cMlered 
woh fone thes store ol 


Wolock & Bauer 


i 


and the salespeople in this store never let this idea 
escape its initial importance. 

Consequently a pair of hose are sold after being 
given the trial of the daylight and as well the night 
light, so that a woman has these sent home, feeling 
that she is well groomed for all the occasions on which 
these shoes and hose will be worn. 

While the bulk of the business is confined to the most 
sheer hose—as the shop specializes in dress shoes al- 
most exclusively—yet the novelties in the form of 
heels, in exclusive clocking motifs, sheer nets that are 
exquisitely fashioned, and the new dull luster effects 
for formal hours are all given style setting—so long 
as these are high style! 


HIS was the first shop in Chicago to feature a color 

for the month, and it has proved a very popular 
method of increasing business. 
have a standing order for the new month’s shade just as 
soon as these come in, and this always means at least 
two pairs of hose and often a box of three. As these 
orders are filled directly from stock, there is no display 
nor selling time wasted. The selling has all been done 
long ago with perfect satisfaction. These hose are 
planned to be delivered the morning the announcement 
of the new color is made, and from the standpoint of 
the woman who wears these and broadcasts the new 
color name—and hose—to her friends at luncheon, 
she has a high style rating in her own circle of friends 
As soon as the public newspaper announcements 
have been made of the color name, this is displayed 
in the windows, with the color name attached. For 
the first few days there is a proof of the ad arranged 
on a cardboard to carry out the theme of the window 
dressing. After that a regular type of window card 
announces this shade as the particular color for the 
+ [TURN TO PAGE 111, PLEASE] 


There are women who 





[98] 


WHAT IS NEW 

















Left to right: A new net number in all silk recently introduced by Gotham Silk 
Hosiery Company for summer sports wear. 

This new French clock number, 45 gauge, four thread, has just appeared in 
the line of the Holyoke Silk Hosiery Company. 

An interesting diagonal and vertical pattern is now possible in low priced half 
hose. A new number from the Metric Hosiery Company. 

This plain fish-net lisle number derives additional interest by a colored clock. 
It comes in colors to harmonize with the new sport tweeds.—From Westminster, 


Ltd. 
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IN THE MARKET’? 





Left to right: Merit Hosiery Company is offering this new Paris lace clock in 


an all silk, fine gauge, full fashioned number. 

Under the name of “Loquet,”’ Windsor Mills, Inc., present a locked reinforce- 
ment where the back seam and welt meet ona three thread 48 gauge grenadine 
stocking. 

This child’s ankle sock is of pure white cotton with jacquard colored figure in 

The garterless sock has a longer top than usual and a small, guaranteed rubber 
band in the top—From Holeproof Hosiery Company. 

The vertical stripe effect in lace meshes is the latest style trend. 
one, full fashioned, fine gauge silk, from the Merit Hosiery Company. 


the cuff—from Kramer Brothers. 


Here Is a nucew 





HOSIERY AND ACCESSORIES 
SECTION 








Pure Thread Silk Full Fashioned Hosiery 


vail 

















=| BEAUTY The Plight Ir 
= DURABILITY . 
= 
=} ECONOMY wee 
= The Hosiery Market is in somewhat proba 
: pon ose of the — same position as the Irishman wo ij to ¢ 
= ! —— ee Gianetinn from the thirteenth story to the crow mean 
= man’s hosiery. Ruby . : . , : 
: Se cuties Twists When his friends saw him lying in fe are 1 
3 three. They fit—they To retail at street, one of them asked, “Was it a ; 
Q@tre No kuns Will wear—they are mod- $1.65 fall, Mike?” “It was,” he said, “bu the pe abe 
| Go Below the ; $1.95 , “ rs sho) 
RUBY RING. erately priced. God, I cannot fall much further. houl 
shoul 


Mills: 
Philadelphia, Pa. 





PATERSON MUTUAL HOSIERY MILLS, Inc. 





.-- Build your 





FALL SELLING 





NOGLO* 














CREPE S.ILK 





STOCKINGS 


The sheer dull stocking made 
of a special high twist silk that 





gives it a crepe effect and the 
lasting dullness, proven by ex- 
haustive tests to wear better with 


less tendency to ruff or snag and 


atte by de ind, d,d,d,_d, db, 


has a greater tensile strength. 


Not delusterized by chemicals. 


FOR IMMEDIATE DELIVERY 





4 *Registration applied for 


902-10 BROADWAY -NEW 


] 
TRIUMPH HOSIERY MILLS wc. 


Manufacturers of- Full Fashioned and Spring Needle Silk Stockings 


YORK @ Mills York, Pa 








EEE LG MEE D TH PPO SPOOR OIS GSD O VOL LAPD 


When hosiery is being sold in many cif, jo.y, 
at or below the cost of production, the off, 

































200 Madison Ave., New York Ci ; P 5° 
wd ae rective process is not far off. That corr 
Chieage, til. 
San Francises, Cal. 
For Summer Use 
*“Fedden” Whi 
eqden ite - 
Beautiful, pure white, f 
on these two fashioned stockings in sh 
> and service weights. Will h 
outstanding the dealer speed up summ 
b sales. A wearer of [edd 
numbers... hosiery is a good-will asset 
e any store. 
No. 65 Full range of fashionabl 
NOGLO crepe silk from top to toe, shades available. oe 
self-colored picot top, lisle lined sole. ' ne 
estas WRITE FOR SAMPLES! jiwoar. 
Pancho + Plage * Manon + Grain eady act 
Lt.Gunmetal - Sunkist - Sable - White 
ARRIS 
Ivoire - Opal - Silver - Beige Clair as 
$14.50 a dozen to retail at $1.95 8 
. . 
OTH 
No. 75 N ingre 
NOGLO crepe silk with tram silk dious wi 
welt, picot top, lisle lined sole. ARRIS 
COLORS 
Pancho - Plage+- Manon - Grain- Sunkist Send fe 
Lt.Guametal- Beige Clair-lvoire -White 
$12.00 a dozen to retail at $1.50 
* FEDDEN BROTHERS COMPANY, Inc Harri 
New located in our offices in the new Hostery Building « | 
385 FIFTH AVENUE, NEW YORK i wi 






(At the Southeast Corner of 36th Street) 
MITTS AT SHILLINGTON, NEAR READING, PA. 





& 
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‘What probably will not mean a sudden re- 

W'10 iid to previous happy conditions, but it 
STOUR mean a stoppage of production until 

5 in Ms are no longer offered below cost. 

7 a he above does not mean that the wise 

: rs should plunge, but it does mean that 


should not wait for prices to go very 


























ary CU) lower, as many of them have been 
tne ¢ 
g. 
t cory JOHN H. FEDDEN. 
= INGRAIN 
es (HIFFON 
rill h HO IERY 
Summ 
Fedd 
asset — 
‘ —{C) bd 
ynabl 
HEN all is said and done, only 
LES! fine hosiery can do justice to fine 


ootwear. This fact has created a 
eady acceptance and demand for 
ARRIS Guaranteed 45 and 51 
auge Ingrain Stockings. 





OTHING else but clear, sheer 

ingrain hosiery will please fas- 
idious women ... and the name 
ARRIS is their “buy”_ word! 








Send for Samples and Color Card! 








treated by: 


Harris Silk Hosiery Cc. 
Springfield, Mass. 
NEW YORK OFFICE: ‘389 FIFTH AVE. 
& COWAN, Selling Agents 
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is what counts in 
making a DULL 


stocking 


Only a true crepe stocking is perma- 
nently dull, and only a super twisted 
yarn can make a true crepe stocking. 


JTOD The SUPER TWIST 


Jade C445 is a true crepe stocking of 
exquisite dull texture and great elasticity 
that will give lasting satisfaction and 
wear to your customer. 


JADE Hosiery 


Elliott Hosiery Co., Inc., Makers 
258 Fifth Ave., New York 





\ 


; To UTS 

Socity Met HOSIERY STYLES 

IN MOST ACTIVE DEMAND AND 

QUALITY THAT IS REMEMBERED 

VERY important new style feature is represented in 

the Society Maid line plus that exclusive refinement 
which has been enthusiastically acclaimed by trade and 
public. . 


7) 


You can review the com- 
plete Society Maid line by 
requesting a copy of our 
new “Slips of Fashion.” 






af 
f 


FIRST ed ary 


tas iQ 











® 100% FULL FASHIONED 
a feather fashioned with fashioning 
ca Ge marks concealed. Available in both 
tifles First ° . 
Quality sheer chiffons and in 
ervenms Full Fash- 
@E6.U.S.PAT.OFR, —” D U LL- TWI S T 


SOCIETY MAID HOSIERY COMPANY, Ine. 
Mills at Willow Grove, Pa. 


Stockrooms: 354 Fourth Avenue, New York; Santa Fe Building, Dallas, Texas; 1014 
Farnam Street, Omaha, Nebraska; The Merchandise Mart, Chicago, I!inois. 





IRON CLAD 


Style No. 910 


This attractive stocking has proved a large, 
steady seller and fills the immediate demand 
ideally. Pure silk, medium service weight, 
silk top, panel heel, silk plaited foot, in: 


Allure Dream Pink Platinum 
Almora Evenglow Plage 
Atmosphere Grain Rendezvous 
Beige Clair Ivoire Romance 
Black Light Gun Metal Rosador 
Breezee Mirage Sable 
Blond Doré Mistery Sunbrown 
Crystal Beige Pastel Parchment Suntan 
Cuban Sand Pearl Blush White 


Sizes 8 to 10% 


$12.00 a Dozen 


IMMEDIATE DELIVERY 


Cooper, Wells & Company 
150 Broad St. St. Joseph, Mich. 
Manufacturers of Full Fashioned and 
Seamless Hosiery at St. Joseph, Michigan, 
and Decatur, Alabama 
Manufacturers of Quality 


Hosiery for Over 
Fijty Years 


Nae oe) ee 


Fuge Fashionen 


Miroruns Serveick Weicur 
bance Hees Sik To Jor 
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AS REPORTED BY LEADING MAKERS AND SELLERS 


Service 
ALLEN-A 


. Naturelle 
French Nude 
. Muscadine 
Beige Clair 

. Eggshell 


Sheer 


Naturelle 
Beige Clair 
French Nude 
Eggshell 
Muscadine 


nkhwhryvo 


ARCHER 


1. White 

. Beige Clair 
. Grain 

. Gunmetal 
5. Ivoire 


Rosador 
Beige Clair 
White 
Ivoire 
Allure 


ARROWHEAD 


1. Grain 1. Ivoire 

. Ivoire 2. Grain 

3. Suntan 3. Suntan 

|. Dream Pink 4. Dream Pink 
3eige Clair 5. Rosador 


ARTCRAFT 


. Charm 

. Suntan 
3. Halo 

. Dove 

. Petal 


. Charm 
. Frolic 
3. Cheme de Peche 
. Topaz 
. L’Avenue 


AS-YOU-LIKE-IT 
3eige Clair 1. Beige Clair 
. Plage 2. Plage 
3. Casino 3. Grain 
. Grain 4. Casino 
5. Vendome 5. Vendome 


BLUE MOON 


. Grain 1. Grain 
. Plage 2. Plage 
3. &. Tan 3. White 
. White 4. Ivoire 
. Ivoire 5. Suntan 


CADET 


. Ivoire 
3eige Clair 
3. White 
. Nude 
5. Light Gunmetal 


Seige Clair 
Ivoire 

Nude 

Light Gunmetal 
Dream Pink 


1. 
2. 
3 
4, 
5. 
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+ 


& 





? 


> 


a 
2 
a 
4 
5 


© @ 


Sheer 
DEXD. 


Beige Clair 


. Rose Taupe 


Chateau 


. Samoa 
. Oriental Beige 


© 


Service 


ALE 


Beige Ciair 
White 

Samoa 
Oriental Beige 


i. 
ra 
3. 
4. 
5. Rose Taupe 


FINERY 


. Plage 

. Beige Clair 
3. Grain 

. White 


. Champagne 


1. Plage 

3eige Clair 
Grain 
White 


2 
S. 
4. 
5. Champagne 


GOLD MAID 


. Ivoire 

. Beige Clair 
3. Grain 

. White 

. Plage 





1. Grain 

2. Champagne 
. Suntan 
. Biscay Nude 
. Ivoire 


GORDON 


. Clair Tan 
. Lightan 
3. Atmosphere 
. Rachelle 
. Champagne 


GOTH. 


. Melody 

. Afternoon 
. Beige Clair 
. Suntan 

. Pawnee 


1. Clair Tan 
2. Lightan 

3. Atmosphere 
4. Rachelle 

5. Champagne 


AM 


. Seasan 

. Afternoon 
. Black 

. Pawnee 


° Melody 


HARRIS 


. Eperney 
. Dueotone 
3. Javette 
. Suntan 
. Manila Beige 


HOLEPROOF 


. Grain 

. Clair 

. Bamboo 

. Champagne 
. Silhouette 


. Grain 
. White 
3. Bamboo 
. Clair 
5. Champagne 


. 
2 
3. 
4 
5 


. Ivoire 


. Grain 
. Light Gunmetal 


Service 


HOLLYWOOD 


Sheer 


Beige Clair 
. White 


Seige Clair x 
> 
3. Dream Pink 
4 
5 


Plage 
. Light Gunmetal 
° Ivoire 


HOLYOKE 


. Jamaica 
. Fiji 

3. Suez 
° Mellow 
. Cathay 


° Ivoire 1 
. Beige Clair 2 
3. Dream Pink 3 
. White 4. 
. Plage 5 


. Chateau 

. Vesta 
3. Aurora 

. Juno 

. Diana 


. Beige Clair 1. 
. Elephant Hide 2 
3. Paris Nude : 
. Allure 4. 
. Charmaine 5. 


. Creole 2 
3. Maple Beige 3 
. Nu-Tan 4. 
5 


. Fantan 


. Naive 


IRON CLAD 

. Beige Clair 

. Ivoire 

. White 

Light Gunmetal 
. Plage 


KAYSER 


1. Juno 

2. Diana 

3. Vesta 

4. Aurora 
5. Parklane 


KRA-NIT 


Beige Clair 

. Afternoon 
Elephant Hide 
Crystal Beige 
Light Gunmetal 


LARKWOOD 


sreezee 1. Breezee 
. Maple Beige 
. Creole Beige 
Biscayne 


Jeechwood . Beechwood 


LILY OF FRANCE 


Fantan 
Sahara 


& 
jreezee 2. 
3. Breezee 
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FALL HOSE COLORS SELECTED 


WELVE colors for fall, 1930, hosiery have been 
selected and named by the Textile Color Card As- 
sociation in cooperation with the hosiery industry. Of 
the 12, four are carried over from the spring, 1930, 
card—Duskee, Sable, Beige Clair and Rendez-Vous. 
The other eight colors selected are mainly in the beige 
and brown family and are designed to harmonize with 
the new browns, reds and greens in both costume and 
shoe shades. 
Probably the most interesting of the eight new colors 
is Acajou, a true mahogany shade, which goes with the 
mahogany and darker brown shades of rosy cast in the 


costume colors. Caress, a new blush shade, is intended 
mainly for evening wear. Oak Rose, Nitingale and 
Promenade are beige browns of new cast and Baha:na 
has a slightly copperish cast to go with the copyer 
browns and copperish yellows. Brown Leaf and Mauve 
Beige are self-explanatory. 

In addition to these 12 fall shades, 18 shades frm 
previous cards are recommended for fall promotion, 
They are Champagne, Grain, Gunmetal, Light Gunme al, 
Afternoon, Allure, Almora, Breezee, Crystal Beige, Siin- 
tan, Basque Brown, Blond Dore, Florida, Muscadi ie, 
Plage, Rosador, Sunbask and Sunbrown. 





Sheer 
ROMAN 


. Boulevard 


Sheer Service 


MASTERPIECE 


. Prairie 1. Mellow 

. Sunbask 2. Seaside . Eggshell 
3. Seaside 3. Prairie . Suntan 

. Mellow 4. Sunbask . Nude 

. Daybreak 5. Grain . Champagne 


MERRILL 


. Beige Clair 1. Muscadine 

. Atmosphere 2. Light Gunmetal 
3. Muscadine 3. Allure 

. Almond 4. Atmosphere 

. Naive 5. Beige Clair 


. Beige Clair 

. French Nude 
3. Crystal Beige 

. Sunbask 


. Ivoire 


MOJUD 


. Beige Clair 1. Plage 

. Ivoire 2. Tan Nude 
3. Tan Nude 3. Sun Bask 

. Sun Bask 4. Beige Clair 

. Plage 5. Manon 


. Beige Clair 
. Ivoire 

3. Rosador 
. Blonde Dore 
. Rendez Vous 


PHOENIX 


1. Peach 

2. Haze 

3. Skin 

4. Vanity 
5. Gunmetal 


. Muscadine 
. Rosador 

. Beige Clair 
. Plage 

. Blonde 


QUAKER 
. Ivoire 


. Plage 
. Beige Clair 


. Sunglow 
. Beige Clair . Breezee 
. Naive . Eggshell 
. Nude . White 


READING MAID 


. Sun Bask . Breezee 

. Spanish Nude 
. Beige Clair 

. Plage 


. Seasan 


. Beige Clair 
. Snakeskin . Tawny 

3. Riviera Beige 3. Rendez Vous 
. Muscadine . Nude 
. Nude . Merida 


ROLLINS 


. Beige Clair 1. Beige Clair : 
. Champagne 2. Champagne . Eggshell 

. White 3. White 3. Havana Beige 
. Plage 4. Plage e 4. Nude 

. Light Gunmetal 5. Light Gunmetal . Suntan 


Grain 





ROMILLA 


ROSAINE 


RUBY RING . Plage 


SOCIETY MAID 


TITANIA 


TREZUR 


Service 
TRIUMPH 


. Beige Clair 1. Beige Clair 
. Ivoire 2. Plage 
3. Plage 3. Ivoire 
. Grain 4. Pancho 
. Sunkist 5. Grain 


Service Sheer 


STRIPE 


1. Miami 

2. Mirage 

3. Mimosa 

4. Atmos 

5. Wrought Iron 


VALCORT 


. Beige Claire 1. Walnut 

. Breezee 2. Gypsy Tan 
. Plage 3. Elephant 

. Suntan 4. Naive 

. Gypsy Tan 5. Plage 


1. Ivoire 

2. Beige Clair 
3. French Nude 
4. Crystal Beige 
5. Sunbask 


LE th 
2. Ivoire 
3. Beige Clair VANITY FAIR 
4. Rendez Vous . Beige Clair 1. Grain 
5. Light Gunmetal . Grain 2. Beige Clair 
. Ivoire 3. White 

4. Plage 
. Atmosphere 5. Ivoire 
1. Manon 
2. Light Gunmetal 
3. Rendez Vous 
4. Rosador 
5. Sunbask 


VAN RAALTE 


. Champagne 
. Lustre San 
. White 

. Eggshell 

. Sunray 


. Lustre San 
. Eggshell 

. Sunray 

. Champagne 


1. Beige Clair 
. Manon 


2. Light Gunmetal 
3. Breezee 

4. Ivoire 

. Ivoire 1. Beige Clair 
. Beige Clair 2. Ivoire 

. Plage 3. Plage 

. Champagne 4. Champagne 
. White 5. White 


1. Rifla 

2. Seasan 

3. Breezee 

4. Spanish Nude 
5. Duskee 


WESTCOTT 


1. Cuban Sand 1. Beige Clair 1. Beige Clair 
2. Grain 2. Ivoire 2. Ivoire 

3. Sunbasque 3. Plage 3. Allure 

4. Gypsytan 4. Light Gunmetal 4. Light Gunm« 
5. Muscade ? 5. Allure 5. White 
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WHERE TO MATCH BAGS AND SHOES 





For Every Shoe 
a Bag is born! 


Yhere’s an I. Miller Bag to complement every fashion- 
le shoe material of the season. Tailored with I. Miller 
precision in style and workmanship. Fall line 
yw ready for your inspection. Write for details today. 





Keep Up With the New Mode 


Retail merchants are now in an age of intensified 
competition for the consumer’s dollar. They 
must be alive to every opportunity for legitimate 
profit to keep progressing. The most logical 
merchandise for them to handle profitably is ac- 
cessories of the main product sold by them. 


Hand bags are logical items of merchandise to 
sell with women’s shoes. They can be made to 
match or harmonize, and will create a desire 
to purchase even where the customers had no 
such intention upon entering the store. 





VA LINEN \ 


SHANTUNG 
SHOE MOIRE 
in Pastel Colors 


I. MILLER 
Bag Department 
151 West 46th Street 
New York City 








Wollison Designs 
Quick Sellers 


Display Wollison merchan- 
dise consistently and you 
will find that your customers 
will return regularly to 
give you repeat business. 





WOLFSTEINCO. Inc. 


Now— 
Another Profit 
From Each 


Shoe Customer 





lf Your 


2 50 
— Customers 


DOZEN 
EXCLUSIVELY 


. . « demand smartness and 
tailoring in their bags, you 
will do well to inspect our 
style line of fine bags. Our 
prices are reasonable. 





145-147 WEST 28th STREET 


NEW YORK, N. Y. 


Our Summer season offer- 
ings include an array of in- 
expensive items in Shantung, 





Pouch bag with back strap. 
Material of embroidered eye- 
let linen. Choice of colors. 
Embroidery in contrasting 
color if desired. Lined with 
self material. 


Pouch bag with back strap. 
Comes in satin, silk or linen. 
Enamel ornament. Lined with 
self material. Choice of color. 


A. WOLLISON & SONS 
43 East 19th St., N. Y. City 





faille and crepe which are a 
delight to the eye. 


Tailored pouch shaped 

bag of black box calf 

with combination metal 

and Java lizard bar fas- 

tening. The last word 

‘n smartness. $84 per 
acy dosen. 


LONDON FASHION 
BAG CO. 


36 E. 31st St., N. Y. City 
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A BAGFOR 


























All types of leather and fabric bags are being used 
to complete the summer ensemble. Linens and 
toscas (above, top), embroidered and tailored, are 








featured for summer 





Moire is featured in all black or all white (above, 

bottom) and depends on the luster shoe trim to 

match up an ensemble. This design is so con- 

structed that it may either match the shoe or carry 
through as an individual item. 


Faconne, a vew material in the dress and shoe 

trade, has now invaded the bag field (right, top), 

and is shown in multi-color effect with the triangular 
trim breaking the thickness of the design 


IVoven leathers, with a thread of tinsel, are being 

featured in Paris and on this side of the Atlantic. 

These bags (right, center)are quite durable and are 

usually made with the deep sided folds, which add 
to their roominess 


Black patent makes a wonderful town bag (right, 

below). For country club use the patent comes in 

pastel colorings. Neat, trig fastenings, usually of 
prystal or crystal are used for ornamentation 


BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, July 5, 














EVERY SHOE 


afternoon, moire in beige or other coloring with 
ved jade or simulated stone buckle, adds a 
dressy touch (right, top) 


all-day and luncheon type of envelope bag of 
f, finished with a large prystal ring, gives an air 


of individuality (right, bottom) 


HOSIERY AND ACCESSORIES 
SECTION 








lL bag of white calf or kid in pouch shape matches 
the white shee and should be a hig mud-season 
seller (left, top). These tailored types usually have 
a trench covered fraine and a self-banding, finely 


stile hed 


White suede with a punched brogue like banding of 
calf, in tan or black, goes with the white brogued 
and punched shoe (left, center). This particular 


number carries a sipper fastening 


Another bag adapted in cither white or beige calf 


carries a unique strapping of contrasting leather and 


a smart monogram type metal buckle (left, bottom). 


Color combinations to match shoes are favored 





C&LINe IN ON SCTMLRLS 


OMPACTS and hosiery are usually associated with 

the extremities in the feminine anatomy, because 

of the compacts carrying powder used on the face, and 
the hosiery heads for the nether limbs. 

Compacts have played a prominent role in increased 
sales for the Ocean Hosiery Shop, Boston. On the 
theory that extremes attract, this hosiery firm pur- 
chased several thousand nickeled compacts. Had the 
company had advertising printed on the covers of the 
compacts, much of the value would have been lost, as 
few women would have carried one. However, no 
advertising whatever was allowed on either top or 
bottom covers. The inside of each compact bore all 
the advertising, and there was comparatively little of it, 
at that. The name and address of the store were given, 
plus the “compliments-of” line heading all. 

It was anonunced via sign cards in the display win- 
dow of the hosiery store that a compact would be 
given away to every purchaser of a pair of women’s 
stockings priced at $2 or over. The stockings and 
compacts were distributed together in the window, 





one compact to every pair of the stockings. The con 
pacts were shown closed. 

Every pair of stockings in the store was reporte 
as sold within two weeks of the introduction of th 
offer, and hurry orders were sent for more hosier. 
of the expensive grades and more compacts. 


Sd od * 

HE Robert Simpson Co., Yonge St., Toront 

Canada, used the time idea to advantage in tl 

stocking department. Two large discs representin; 

clocks were shown on a wooden base on _ whicl 
appeared— 

Last-Minute Hosrery SHADES 
Cardboard hands pointed to two of the stocking puff 


that formed the 12 numbers. On one clock different 
shades of brown stockings were shown. Grays wer 


displayed on the other clock in the same manner. 
These clocks were placed high and in prominent posi- 


tions. 


The hosiery department in the Betty Wales Shop, 
Fifth Avenue, New York, is a little more than a month 
old, yet is doing a thriving business, due chiefly, ac- 
cording to Miss Howard, the buyer, to the interesting 
window displays. Here is one devoted exclusively to 
feather-fashioned hose, full fashioned, but without 
the fashioning points 
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Avedon’s, Fifth Avenue, New York, re- 
cently used this unique method of show- 
ing three different types of silk hose that 
every well dressed woman needs to com- 
plete her costumes... At the left was 
shown a silk chiffon, with the message 
that it is to be worn with chiffon after- 
noon frocks.. Next is a lace clocked 
number for wear with the more formal 
lace gown, and third is a crepe finished 
stocking for wear with the new crepe 
finished coats and suits 


EIER & FRANK CO., Portland, Ore., gives the 
following washing instructions with every pair 
of wool hose sold: 


Wash with good soap flakes, such as Ivory, 
using tepid water—nearer cold than hot—both for 
rubbing and rinsing. Roll stockings in a Turkish 
towel for absorption of surplus water, then shape 
the foot and hang the stockings in medium tem- 
perature to dry. 

Shrinkage and hardening of hose comes from 
the surplus water, so always absorb it with the 
towel, and hanging hose near a register makes 
them run. 


This advice saves much time for the store because 
eliminates returns on wool hose. 


od * a 


+ USTOMERS of a hosiery shop in Syracuse, N. Y.., 
were recipients not so long ago of a small, sealed 


envelope on which was printed the following copy : 


DO NOT OPEN 
Unless You Are Interested 
In Making Money 


Everyone who got one of these envelopes naturally 
opened it without much hesitation. 

Inside was found a bit of cardboard. Glued on the 
center of the cardboard was a brand-new Lincoln 
penny. 


HOSIERY AND ACCESSORIES 
SECTION 


Above the penny was printed the phrase : 

“A Penny for Your Thoughts.” 

Below the penny was printed the injunction: 

“See Other Side.” 

When the other side was turned, readers found an 
advertisement for the store. 


Sd > ad 
USTOMERS don’t mind waiting at the hosiery 


department of Cohen 
D. C., whenever there is a crowd. The reason is that 


Brothers, Washington, 


there are always seats enough to rest in while waiting. 

Cohen Brothers have found that, when there is noth- 
ing to sit on, customers will wander around nervously 
and fret because of the delay. The seats obviate this, 
and the customers are sometimes even grateful for the 
opportunity to rest their feet a while. 


od » ad 


Fyre everything else in the store was of- 
fered at reduced prices during the Z5th anniver- 
sary week of a certain shop in Richmond, Va., hosiery 
was not included. 

Customers who inquired why were told that the 
hosiery sold by the store is given such a small markup 
anyway that they are saving money on it whether they 
buy on sale rays or not. Although the anniversary 
event lasted nine days, hosiery sales continued high, 
despite the fact that hosiery was not reduced in price. 























MEETING of the Association of Ingrain Hosiery 

Manufacturers was held at the offices of the 
Propper-McCallum Company, Monday afternoon, June 
23. The meeting was well attended and several impor- 
tant matters were discussed in length. 

It was explained that at the meeting the discussion 
about the question of promotional work to increase 
the sales of ingrain stockings was important from both 
the manufacturer and merchant point of view. It was 
decided that research work in stores all over the coun- 
try would bring to light the conditions and methods 
that affected the sale of ingrain stockings. Both favor- 
able and unfavorable information in regard to sales of 
this type of merchandise would be gathered and dis- 
seminated to the trade. Methods of merchandising 
ingrain stockings that proved to be successful would 
be passed on to retailers for their study with the hope 
that they would be adopted. 

Manufacturing problems were discussed in length 
and it was decided that each manufacturer would agree 
to standardization and stabilization in regard to manu- 
facturing and selling practices, that all manufacturers 
would interchange with each other pertinent informa- 
tion about factory and manufacturing processes. 

It is the belief of the members that these practices 
would help to stabilize manufacturing and also aid the 
retail store in the purchasing of their merchandise. 
Coupled with this promotional work it is the intention 
of the association to keep the trade informed of all new 
developments in the merchandising of these products. 


XY 


The Oscar Nebel Co., Inc.—manufacturers of 
Rosaine Hosiery—announce the appointment of J. M. 
Lawler as vice-president in charge of sales. 

Mr. Lawler has been a student of retail merchandis- 
ing since his early retail training, and was for seven 
years in charge of the New York sales headquarters 
of the McCallum Hosiery Company. 


NEWS OF THE TRADE 











































C. M. McGee, director and manager of the hosie: 
department of the Brown-Durrell Co. for many yea 
has resigned from the company effective July 
During an association of 25 years with the compan 
Mr. McGee has become one of the best-known m« 
in the hosiery industry and has been one of the out 
standing figures in the trade. 


He is succeeded by George P. Hall, who has been 


associated with the Brown-Durrell Co. for the past | 


KY 


years. 


The New York office and salesrooms of the Paterson 


Mutual Hosiery Mills, Inc., manufacturers of Rul 


Ring hosiery, have been removed from 267 Fifth Ave- 


nue to 200 Madison Avenue. 


A 


Three new numbers, an eight-thread, 45-gauge picot 


top; a four-thread, 45-gauge extra long, and a fow 
thread, 45-gauge outsize have been added to the i: 
grain line of Paul Guenther, Inc., 267 Fifth Avenu 
according to an onnouncement by Frank J. Collins « 
the company. It is believed that this concern is tl 
only one making an eight-thread, 45-gauge ingrai 
number, and one of the few ingrain houses producin 
extra, long and outsizes. Both of these numbers a1 
knitted on special machines. 


x 


J. T. Slattery has assumed charge of the thread si! 
and hosiery departments of the Corticelli Silk Compa 
and of the road men for the entire country. M 
Slattery has been with the Corticelli Company, for tl 
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To exploit their three lengths 
of stockings, |. Miller G Sons, 
in their Chicago store, used 





this interesting display. The 
three figures were cut out of 
wall board and painted in 
modernistic manner. These 
tovether with the circular 
placard at the left, told the 
entire story. 


past 06 years, as salesman and district manager. Offices 
and «!owrooms of the company will be moved about 
Dec. | from the present Madison Avenue address to a 
new huilding now under construction at 1410 Broadway. 


at 


S. Cohn is manager of the C. & M. Hosiery Mills, 
Inc., the new hosiery manufacturer that has entered 
the Baltimore, Md., market. This concern, which 
was formerly located at Oxford, N. C., is a manufac- 
turer and converter of hosiery. It purchased the large 
five-story and basement building at Hanover and Lom- 
bard Streets, which it is fast putting in shape for ca- 
pacity production of its popular grade of hosiery. 
Actual work of manufacturing is expected to begin 
about Aug. 1. An additional force of 200 workers, 
mostly women, will be employed. This number will be 
increased as production increases and demand for the 
brands of hosiery it makes grows. 

The present daily output of the concern is 1200 
dozen pairs per day. However, this number will be 
considerably increased when it begins actual produc- 
tion in its new Baltimore plant. 


A 
The first 340-needle seamless grenadine stocking to 
be offered in the market under Guildmode specifications 
is being marketed by the Society Maid Hosiery Com- 
pany, to retail at $1.95. The company also is offering 
a four-thread and three-thread number in full-fashioned 


x 


James Jamison & Company, Inc., 368 Broadway, 
New York, have been appointed sole selling agents 
for the Gem Hosiery Company, Philadelphia, Pa., mak- 


erenadine. 


ers of women’s fine gauge, spring needle silk hose in 
regular and outsize widths. 
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Consolidation of the National Silk Hosiery Mills and 
the Trojan Hosiery Mills Indianapolis, Ind., will be 


effected about July 15, according to L. L. Goodman, 
president of the latter, who will become president Gf 
the consolidated company. H. V. Kobin, president of 
the National Silk Hosiery Mills will become vice- 
National will be 


president of the consolidation. 


operated as a subsidiary of Trojan. 


xy 
Making Style and Service Yield a Profit 


| CONTINUED FROM PAGE 97| 


current month, and thus spot-style selling is very easy 

These new hose are featured in less expensive 
chiffons as well as in the better end of the extra sheer. 
In advertising the new color is charmingly described 
with sufficient comparison to enable a woman to have 
some mental picture of it, and she can easily order 
this by mail or telephone, and both mediums are ex- 
tensively used. 

Miss Lawrence is well sold on the importance of 
color with the more important premise of style-invest- 
ment selling, with the hose of a type to perfectly com- 
pliment the shoes. With such a background and style 
feeling for each sale there is in the general manner of 
approach to a customer an appreciation of what may 
be shown her that will be of interest and pleasurc. 
This, it might be said, Miss Lawrence and her assis- 
tant learn from general style study ef current and 
future fashions, and thus can make a twin sale in 
place of the usual unit one. As a buyer she has dem- 
onstrated that these factors all work to make a volume 
in sales as well as place the salon of Wolock & Bauer 
in a class of high style when it comes to footwear 


correctly ensembled and complementing the costume. 


Planned 
Merchandising 
Signifies 


Progress 


Manufacturers have a splendid oppor- 
tunity to help the dealer plan for 
profits by conveying their message to 
the dealer through the columns of the 
Boot & Shoe Recorder. 


NE question uppermost in the 
C) minds of shoe retailers today 
is “How can I build an e‘fec. 
tive barrier against the threatened 


encroachment of red ink figures on 
my books? 


The only sane and effective, con- 
structive force at work to strengthen 
this barrier is planned merchan. 
dising. 


No real planning for shoe stores is 
complete today if it does not include 
shoe accessories or hosiery to help 
absorb the menacing overhead 
charges. Handbags, too, must be 
considered where the dealer sells 
women’s shoes. 


Of course the mere addition of a 
new line cannot do the job unless 
proper quantities of the right types 
of merchandise at correct prices are 
offered. 


The function of this publication is to 
continually give the dealers concrete 
examples in merchandising based 
upon the experiences of others who 
have been successful. 


HOSIERY-HANDBAGS 
SUPPLEMENT OF THE 
BOOT & SHOE RECORDER 
239 W. 39th St. New Y ork 
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